VAUGHAN 


62abeo hed, making for A Q, _ 


Years of tool making “know-how” 


constant endless research in metals iat 

woods, in production ingenuity, in actual 

field tests . . . and the “pride of product” 

—all combine to reward dealers and crafts- 
men with the finest in tools, designed and 
manufactured by Vaughan. 


VAUGHAN & BUSHNELL 
Manu acti rng Com, any 


r Peal 


Sales Office: 135 S. LaSalle St. 
CHICAGO 3, ILLINOIS 
















No. NV-5 Nylon Varnish Brush 


Width Length Thickness 
2) in. 3¥@ in. 13/16 in, 
3 in. 35% in. Ye in, 
3) in. 3% in. Y in, 


No. NW-20 Nylon Wall Brush 


Width Length Thickness 
3 in. 3¥% in. 1 in. 
32 in. 3¥% in. 1 in. 
4 in. 3 in. ] in. 





There’s a Whale of a Difference in Wooster 
Foss-Set Nylon Brushes and Here’s Why . . . Give 





OF £} 
¢ A Brush for every use deve 
¢ Exclusive Wooster processing towa 
¢ Wooster’s traditional quality Nc 

, Lots 
e Wear 3 to 5 times longer than hog bristle get 
¢ Get better the longer you use them M. 
¢ Hold more paint — spread more evenly ing 
¢ Give positive flow control shac 
¢ Better performance by actual test (ia) hard 
TI 
*- mi 
OOSTE [ay ad 
osTERNS®BR 
O eupauy « WOOStSG cere Se 
THE WOOSTER BRUSH © RerS SINCE 1851 = Of 
crush MANUFACTY me 
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1F IT’S WORTH PAINTING IT‘S WORTH A WOOSTER BRUSH 











sh 
Thickness 
13/16 in. 
% in, 
% in, 


Thickness 
1 in. 
1 in. 


1 in. 










Give a boy a combination padlock ... for his locker at school 
or gym, tool chest or cupboard at home... and he begins to 
develop a feeling of ownership—a sense of responsibility 
toward his possessions. 

Now is the time to feature YALE Combination Padlocks. 
Lots of boys (men, too, of course) in your neighborhood will 
get a kick out of knowing the three “secret numbers”. 

Model 579 is the foolproof combination padlock. Dial- 
ing three numbers and turning knob automatically opens 
shackle. Pushing shackle in automatically deadlocks the 
hardened steel bolt and disperses combination. 





These locks can be masterkey-controlled for locker rooms, 
gymnasiums, and athletic clubs. 


See the directors of your local schools and sport 
Offer them the best in protection for students and club 


members—boys and men! Your jobber can supply you 





piake Mhe yale 


TIL he Vie 
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THE YALE & TOWNE MANUFACTURING COMPANY 
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There's more than eye appeal in a 
bole of sparkling new Bethlehem 
Fence. It's got the endurance and 
practical features that farmers want. 


Farmers expect to get long service from 
wire fence. Ask one of your farmer- 
customers what year he put up a certain 
section of fence, and chances are he’ll 
have a prompt answer. They keep track 
of such things because they can save 
both time and money by choosing equip- 
ment and supplies that last. 

You can sell them Bethlehem Fence 
with full confidence that they'll get a 
good value, and come back for more 
when they need to install additional 


BETHLEHEM STEEL 


COMPANY, 


aa 


" etek © 
te en ok MDA nd A eaten ad Tali” Mies 


fencing. Made carefully from tough, full- 
gauge steel wire, it features the popular 
cut-stay,, hinge-joint design. This means 
easy erection and a neat job, especially 
when Bethlehem steel fence posts are used. 

Bethlehem fence has a tightly-bonded 
coating of zinc for lasting service. It's 
available in standard sizes and designs 
for cattle, hogs, poultry, etc. Now’s the 
time to place your order with your jobber, 
and don’t forget to ask him about the 
other Bethlehem products for the farm. 


BETHLEHEM, PA, 


On the Pacific Coast Bethlehem products are sold by 
Bethlehem Pacific Coast Steel Corporation 


Export Distributor; Bethlehem Stee! Export Corporation 


BETHLEHEM FENCE 


Bethlehem Products 
for the Farm 


% Pipe 

% Farm Fence 

% Fence Posts 

% Barbed Wire 

% Bolts and Nuts 

% Nails and Staples 
% Silver Star Bale Ties 


% Galvanized Roof- 
ing and Siding 


gETHLEHEN 
STEEL 


HARDWARE AGE 





“These initials make it easy 


for me to sell motors! 


p44 


That's what Vernon Wilhelm says about 


FARM AND HOME MOTORS 





Plenty of the Hess Hardware Co.’s farm cus- 
tomers in and around Monroeville, Ohio are 
users of electric motors. Vernon Wilhelm, 
the manager, has found that a high percent- 
age of them want to see the “G-E monogram” 
trade-mark on every motor they buy. This 
valuable customer preference has greatly 
G-E WELDERS simplified his selling job. This is the way he 
puts it. 

“For years,” he says, “our customers have 
known and trusted the G-E name on their 


refrigerators, washing machines, milkers, 
and other motor-driven equipment. So, 
when they come into our store looking for a 
motor to drive a tool or a machine they're 
pre-sold on our line of G-E Farm & Home 
Motors. Many times, it’s just a matter of 
helping them select the right motor size and 
type. And with the G-E motor line so com- 
plete, this is usually an easy job. Our margin 
is good — in fact, I'd say G-E Farm & Home 
Motors are one of our steadiest profit lines.” 





G-E MOTOR CONTROLS 


National farm paper 
advertising — in 16 
widely-read national, re- 
gional and state popers. 


Store displays — large, 
colorful mass display, eye- 
catching counter display— 
sales boosters both! 








G-E HEATING CABLE G-E STOCK TANK DE-ICERS 


G-E SOLDERING IRONS 
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Use this hard-hitting promotion to get your 
share of motor sales 


Local newspaper ad- 
vertising — attractive 
mats with room for your 
name and address. 


Counter leaflets — 
crammed with helpful facts 
to help your farm pros- 
pects select motors 


General Electric Company 
Section £667-7, Apparatus Dept. 
Schenectady 5, N.Y. 


1 want to boost my profits with G-E Farm & 
Home Motors. Please give me the names and 
addresses of the G-E distributors near me. 


Name 





Addr 
City. 





























DIAMOND 


DIAMALLOY METAL 
CUTTING SNIPS 


with 
ELECTRICALLY HARDENED CUTTING EDGES 








CIRCULAR PATTERN 


Drop forged of special analysis Diamalloy tool 
steel. Cutting edges hardened by electronic pro- 
cess making them exceptionally hard and long 
wearing, but leaving the rest of the tool strong 
and tough. 


Tool steel bolt is oversize with close screw ad- 
justment for setting cutters, and large locking 
nut, adding strength to the joint and lessening 
need for readjustment. Nickel-Chromium plated 
—will not rust. 


WRITE FOR CATALOG 


DIAMOND CALK 
HORSESHOE CO. 


4610 Grand Avenue Duluth, Minn. 
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COPING SAWS 


Aop to your sales volume 
and your profits in 1948 with 
these four outstanding Parker 
Line Coping Saws. Each is a 
leader in its price range. Stur- 
dy frames with eye-catching 
finishes. Nos. 25, 55 and 85, 
with generous, comfortable 
handles, incorporate the fa- 
mous Parker “Klik-Klik” pat- 
ented ends which lock the 
keen, tempered blades in any 
position. 


#210 ALL-WIRE COPING SAW 
Sturdy round wire frame, 5” 
deep. Blade faceable in four 
directions. 





bs ——_ 


#25 COPING SAW FRAME 

Excellent value — nickel plated. 
Fully adjustable. Complete with 
612" blade. 









#55 COPING SAW FRAME 

Heavy duty. Master quality. Po!l- 
ished nicke! finish. Fully adjust- 
able. Hardwood mahogany finish 
handle. 612" pin end 


blade. 













-/\ 


#85 COPING SAW FRAME 
Heavy duty. Polished and buffed 


nickel finish. Hardwood mahogany EXTRA 

finish handle. Fully adjustable. DEEP 

62" pin end blade, Individually THROAT a 
i 


packaged, 








Fuy th} Parker |-C 


PARKER MANUFACTURING CO. 


WORCESTER oe MASS., os S$. A. 
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XCELLO 


Save time and energy—eliminate 
tedious raking—let the quiet Ex- 
cello Lawn Sweep gently sweep 


ompare These Sales es poo clippings, — 
Winnin ” Features... wigs and papers from your lawn 


and driveway into a heavy canvas 
basket with swift easy action. 
Give your lawn and driveway that 
@ well groomed look with an Ex- 
cello Lawn Sweep. 









e vital construction features 


MANU 
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The NEW 24 inch 


are your assurance of a superio 


SPRINGFIELD, 
























SPECIFICATIONS 
Width of brush 24” 
Wheel diameter 10” 
Adjusts to 2%” sweeping heigh 
Basket capacity 5 bu. 
Weight 40 Ibs, 
Shipping weight*55 Ibs. 
















B provide maximum use, 

fily accessible, easy to op- 
Action. 

hed for storage. 

asy to operate—non-injurious to 

st lawns. 


Since 1902 


INEKE & CO. 


ILLINOTUS 










The new 
NESCO 
Fuel Oil Heater 


HAS THE 


QUALITY 


AND THE 


FEATURES 





































THAT MEAN MORE 
PROFITABLE BUSINESS 


FOR YOU! 

















@Retaile 
of their 
_ “Toastn 
overwhe 
ACCURATE REFLECT-DOORS SYNCHRONIZED PATENTED HANDY FUEL DEPENDABLE FUEL I 
FUEL GAUGE “SPOT” HEAT LOUVRES BURNER CONTROL VALVE CONTROL you. t1 
On the Nesco’s fuel Nesco’s reflect- At the front of the Has fuel-saving Nesco’s fuel con- Meters oil exactly more sai 
tank is a gauge doors “spot” radi- Nesco are synchro- pilot ring for low trol gives ‘‘no as you “dial” it, 
that isaccurateand ant heat in desired nized louvres that fire and top ring stoop,” full-range for maximum econ- come yo 
easy to read. Con- direction. Grooves move in usison, at for high fire. fuel adjustments omy and safety. you sell 
“HEART” veniently indicates diffuse heat rays the twist of asingle Thorough combus- from low to high. Built-in fuel com- fthati 
OF THE NESCO the exact amount for utmost warmth. knob, to direct the tion at low, med- An important con- pensator for vary- of that 1 
is a combination Of fuel in the tank. Aluminized. heat up or down. ium and high fires. venience feature. ing fuel viscosities. custome 
of three skillfully 
engineered de- store. Yi 
vices, BURNER %- ° 
(1),. COMBUS- a te self wit 
TION CHAM.-  e 
BER with baffle =? the nan 
(2), and HEAT 
ACCELERA.- 
TOR TUBE (3). 
This combination LARGE HUMIDI- AUTOMATIC LARGE ACCESSIBLE HEAT-DIFFUSING INDIVIDUAL 
yr sae anya ggen FYING PAN DRAFT CONTROL TOP GRILLE SERVICE DOOR FINS CORNER LEVELERS 
e ive heat. 
Nesco’s large hu- This feature auto- Grille extends over The Nesco’sservice Mounted onthe At each corner of 
ACCESSORIES midifying pan has matically controls practically the en- door, concealed in- Nesco’scombustion the Nesco, easily ad- 
include a me- a wide evaporation correct draft neces- tire top surface of side, is readily ac- chamberareperfor- justed levelers are 
chanical draft area. Itcanbefilled sary to maintain the Nesco. Thisen- cessible and has a ated _heat-diffusing provided to keep 
booster; a blower 4 i " . l : f . . 
that speeds heat easily without re- proper combustion ables warm air to large opening for fins which increase _the heater level in 
circulation in moving top grille. under all atmos- circulate quickly easier lighting and the radiating area spite of unusual 
winterandaircir- Assures moist air. pheric conditions. andinlargevolume. interior cleaning. of the heater. floor conditions. 
culation in sum- 
mer; and thermo- —_ 
static control to NATIONAL ENAMELING AND STAMPING COMPANY J/g 
operate all these fr Xs, 
automatically and EXECUTIVE OFFICES: 270 N. 12TH ST., MILWAUKEE 1, WISCONSIN [ &/ U é 
keep the heat at = | L £ 
any temperature. Sales Offices: Merchandise Mart, Chicago * Candler Building, Atlanta * 200 Fifth Avenue Building, New York  \ s 
Ambassador Building, St. Lovis * Western Merchandise Mart, San Francisco. Lens cameo 
JUL) 
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®Retailers everywhere tell us that most 
of their toaster customers look for the 
“Toastmaster” name. Think what that 
overwhelming brand preference means to 
you. It means easier selling as more and 
more “Toastmaster” toasters continue to 
come your way. You build good will when 
you sell the toaster that stays sold. And out 
of that increased good will you create new 
customers for many another item in your 
store. Yes, it’s worth a lot to identify your- 
self with the “Toastmaster’’* toaster. For 


the name folks know makes profits grow. 


NEW SUPERFLEX toast timer 
guarantees perfect toast every a 
time. Compensates for a wide 











Zhe New \OASTMASTER ZEB 


**-TOASTMASTER” is a registered trademark of McGraw Electric Company. Copyright 1948, 


TOASTMASTER Propucts Division, McGraw Electric Company, Elgin, Il. 


~~ NEW EASY-LIFT HANDLES 
are large, smooth, and 
curved to fit the finger tips. 


range of voltage variations Safe . .. sure-grip ... always cool 
to the touch. An exclusive ‘““Toast- 
master’ feature. 


automatically. 
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—> NEW POP-OPEN CRUMB 

“ TRAY makes this toaster a 

cinch to clean. Hinged 

tray pops open at the push of a 

button. No tricky catch, nothing 
to remove and mislay. 











4ULRKES THE ALL- 





vie | 


bla 
ALL NEW— THROUGH AND THROUGH! 


NEW Shaving Ease, Comfort— NEW Nylon Cushioning. 


with V-16 Shearing Heads. NEW Stay-On Whisk-lIts 


NEW Stop-Start Switch. NEW Travel Case. 


NEW Power-Packed Mighty NEW Stream-Flo Styling — 
Motor. by Raymond Loewy. 





Shoverest — Trademark Schick. Inc 





SCHWLCKRE CWeCGORFORATESD, STtTABRFOR SD. COW W. 
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NEW SCHIICK...PLUS 


INTRODUCTORY OFFER 


HURRY! HURRY! Be First to Show—and Profit with—the Greatest Schick Electric Shaver! 
Available to Retailers Only —Offer Ends August 31st. 


Here’s the Deal—one New $21.00 Schick Super for only *4.Q0 


with your order for 4 New Supers 
and 1 New Colonel* at your regular discount. 


TOTAL COST 


1] New Super (37.60) $7.60 
4 New Supers ($12.60 ec.) 50.40 
1 New Colonel (s9.90) 9.90 


Yon Your Cost $67.90 
| YOUR SELLING PRICE. ..*121.50 


YOUR PROFIT $53.60...44.11% 
LIMIT! Sorry... only 2 Deals (12 shavers) to each retail outlet. 


BUT REMEMBER! You'll need more than a dozen to meet demand. 


Order additional Supers, Colonels, Shaverests from your distributor! 


Ath NOW! serice: biggest Fall Advertising Campaign is coming up. Opening 


blasts—a double spread in LIFE. Followed by a barrage of half pages—full pages— 
full color. TZ ads jammed into 90 days 
between Sept. 10 and Dec. 8—in LIFE! 
POST! COLLIER’S! More than 67,000,000 


hard-selling messages! 


ta SHH 4, 
in TT 


Vika 






“ME TOO! says THE COLONEL—There's big news in the Colonel, 
shaving favorite of millions. It's the New 3-M Hollow-Ground Shearing 
Head — with Fast Pickup Interceptor Bar that makes each 
whisker it meets stand erect to be cropped clean at skin- $] 50 

line. Smarter case, too. Best buy for the economy-minded at retail 
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This advertisement appears in Life, July 26, 
and Country Gentleman for September. 


Here’s how to capitalize on the most powerful national 
advertising in floor and wall covering history.Tell the people 
of your town you carry Congowall! Tell them they can get 
America’s most remarkable new wall covering in your store 
right now. Tell them in windows—on your selling floor—in 
newspapers—and by mail. Tell them today...and you won't 
be able to keep the crowds away! 





—— monty sace 


© 1948, Congoleum-Nairn Inc. 
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AND AGAIN ¢ 
FOL MBORTANE FIRSTS 


CONGOLEUM-NAIR 


MAKERS OF NAIRN LINOLEUM, NAIRN ASPHALT TILE, CONGOLEUM, CONGOWALL 


FIRST WITH THE FINEST FLOOR AND WALL COVERINGS 


HARDWARE AGE 
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Free! To help you fell ‘em—to help you sell ‘em...news- 
paper mats, displays, radio copy and reprints of this and 
other spectacular four-color, double-page bleed advertise- 
ments. Ask your Congoleum-Nairn representative —he'll be 
glad to see that you get the selling helps you need to tie 
in and cash in! 


INC. 








KEARNY, N.J. 





Moc 





JUL 











Model 818 





Model 616 


: ee ee 
A ae: 
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"Bis different ... amazingly so... with exclusive, patented 
interior construction features that can’t be copied! That’s why 
merchants everywhere know them as easy-to-sell and sure-to- 
satisfy heaters. The remarkable heating performance and economy 
of WARM MORNING Coal Heaters have made them the 
sensation of the Nation. And remember these important addi- 
tional sales features: Start a fire but once a year—Heat all day 
and night without refueling—Hold fire several days on closed 
draft—Burn any kind of coal, coke or briquets—Semi-automatic 
magazine feed—Nationally advertised ad nationally accepted. 


New Model 818—America’s most beautiful coal heater. Fully 
porcelain enameled; chrome trim. 100-lb. coal capacity. A stand- 
out on your sales floor. 

Model 420-A—Attractive two-tone walnut porcelain cabinet 
model with Built-in Automatic Draft Regulator. 100-lb. coal 
capacity. 

Model 520-B—Popular radiant style now in use in thousands 
of homes and business buildings. 100-lb. coal capacity. (Model 
524-B—similar exterior; 200-lb. coal capacity.) 

Model 616—Attractive, neat, compact. Smaller in size but a 
great heat maker. Only 16¥2 in. square. 60-lb. coal capacity. 


ORDER NOW FROM YOUR WHOLESALE DISTRIBUTOR 


LOCKE STOVE COMPANY 


114 West 11th Street Kansas City 6, Missouri 
WARM MORNING Heaters are covered by U.S. Pat. Nos. 2,255,527—127,471—2,370,644—1 36,666 
2,329,993—2,410,576—134,700—136,928—-Canadian Pat, No, 542,955—British Pat. No. 589,192 


(TJ-52) 
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Model 420- 


Model 520-B 








JULY 29, 





1948 





















< 









Make up to *60° Extra Sales to 


Every Heater Owner th Your Town! 
| 










TRIPLE Summer Sales Opportunity 


A-P Heat Regulator Set Adds 
Thermostat Comfort Control 





Full Barrage of 
“Sales Ammunition’ { 





Accurately controls oil heaters 
j through sensitive thermostat. Ends 
wasteful overheating. Saves Oil. 
Makes heater AUTOMATIC. For all 
new or old heaters made since 1939 using 
A-P Model 240-DR, UR, or YR Manual 


Controls. 











Folders for mailing @ Direct Mail Broadsides 






Consumer Catalogs 7 Oil Control Tags 





Newspaper Ad Mats 


PLUS 


A-P OILIFTER Ends 
Oil Hauling 


? Automatically “lifts” oil 3 stories 













high to any vaporizing burner ap- 
pliance. Uses only one small copper 





pipe. Saves time, effort, avoids oil spill- 






ing, wastage. 










15-minute SLIDE- 
SOUND FILM for 


dealer and sales- N 
man showing, \, 
entitled “Comfort with Automatic Heating 


Fuel Oil TRA P-IT Keeps together with “take-away” Slide Film Book \| 
° ° | x detai ilm. 
Oil Lines Clean outlining details in film ail ; 

























Catches dirt, sludge, water. Im- 4 
3 proves heating efficiency. Reduces t 
service and repair expense. 
' “Album of Famous Vaporizing 

Oil Burning Appliances.” 
‘ Rs tied 
... Listing and illustrating all “= 
Appliances using A-P Safet HOME 
Controls — prospects for Accessory Sales Yo" \ 
Benct 


AUTOMATIC PRODUCTS COMPANY oe 


2442 North Thirty-Second St. @ Milwaukee 10, Wisconsin 








. t 4 3 ep - dee eee leer alee eieeeleele tattle leteelateeeededs | 
ea 4 Enter our Order for immediate shipment of : List H ii 
e ' i 
T | . - | N on th is A ccessor y t __A-P Model 240-ED Heat Regulator Sets @ $ - 4 
8 ~__A-P Model 246 Oilifter @ $34.48 : | 
S | ¢) ’ if T d §  __A-P Model 243 Fuel Oil "Trap-It” @ $ 3.50 § 
ag e s p p ) r U n I y 0 A) y ; Plus Complete “Sales Ammunition” less disc ; 
Ask Your Appliance Jobber or Distributor for complete details : Name__ ee - 
and selling material OR RETURN THE COUPON NOW... 1 i 
: Address_ — - 
i ; saa : 
DEPENDABLE o1: controis #io Sa | 
a Signed by - 
DESIGNED TO ELIMINATE SERVICING tests ; 
1 ane ' 
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WOME-UTILITY 


are 
chi mbing 


Sales success stori 
introducing the ri 
es and merchandi 
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because: 


sal 
Electri 
electric tools 


The Home- 
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Home-Utility i 
special gift pro 
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So order t 
Wheel Brushes 


epee 
Vo" Vertical 
Bench Stand 


$17.45 


HOME-UTILITY 
Yq™ Drill 


$35.95 
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Black & as ME-UTILITY 
“4,” Vertical 

§ Bench Stand 


$11.45 
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IMMEDIATE C. C. Brooks , 
CORN KNIFE ! 
|) E LI Vv E R Y Our original and Amer- ‘) 
caste 
The Lite GANT BLADE—Hish Quality Car- 1 
e Fiat section of top M 
Line of COMEN | uinitt ss in, tons, || 
special shape. atura f 

HOOKS and | ois. ae. |} 
KNIVES SHIPPING WEIGHT — 11 i) 
Ibs. per doz. wy 











The “Littlhe GIANT” line of CORN TOOLS is the most 
complete line offered the hardware trade today. Each 
tool represents the finest quality at the fairest prices. 
These tools will fit all local needs and are available for 
immediate delivery. 


The All Around BLACK DIAMOND 
@ j.OUTILITY KNIFE @ 





Can be used not only as a CORN KNIFE, but also as general 
utility knife around home, camp, farm and in the car. 

BLADE—I4 in. long, 2% in. taper- HARSLE--¢ 2. tone, A WM yo 
i Y, i wide, arnishe an attache 
ae ae ee le shank of blade with two tubular 

Me rivets. 
gauge steel. Enameled Black crys- WEIGHT—1! Ib. each, {2 Ibs. per 
tallized finish. dozen packed in carton. 





Sample orders for Y, doz. pieces or less accepted direct from 
dealers provided order includes name of preferred wholesaler. 


To} ais mV 4) | tele] eek 


OAKLAND, MAINE 











GOOD NEWS FOR 
HARDWARE MERCHANTS 


Watch for the Sensational 
New EAGLE Product to be 
Announced Next Month 


Soon it can be told! Welcome news 

about a new EAGLE product that 

has been years in the making 

and thoroughly proven in 
building installations. You'll read all 


about it on these pages next month. 


The EAGLE LOCK Company 


EAGLE INDUSTRIES, INC. 
National Sales Representative 
310 North Franklin. Street, Chicago 6, Iilinols 
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Brass Plated, Flat Face 
UTILITY 


HAND SCALE 
To retail at 50 ¢ 


Hundreds of uses around the home 
office, laundry, etc. 











Accurate, all metal spring balance © 
50 Ib. capacity @ Sturdy construce 
tion @ Polished brass plated face 
with pound indicator numbers clearly 
shown @ Nickel ring and hook, 


Literature on this and 
other OXWALL products 
on request. Write today! 





TOOL CO. iu 


928 BROADWAY + NEW YORK 10, N. Y. 








¢ For 77 years members of the Myers family, and 
their associates, have made manufacturing history 
by adhering to the highest standards of engineering, 


materials and workmanship. 





® Good reason why Myers 







is the name most widely 
; Geile 

| sg WATER SYSTEM 
spected by those who know Ei ie 


known and most highly re- | 


what's best in pumps and 


water systems. 














“|THE F. E. MYERS & BRO. CO. 
Dept. M-46, Ashland, Ohio 
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Shown above, FIL-THRU is in top of barrel. 
Another model FIL-THRU is made for end 
of barrel. Specify “top” or “end” model. 


Send for catalogue sheet and prices. 
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For 275-gallon tanks use Galomgage 


Galongage, the gauge of distinction for larger-size fuel oil tanks, measures oil consumption 
accurately in gallons. When replacing or reconditioning an oil burner, install Galongage. 


AT LAST! Kil-Hrec 





the first gauge for 55-gallon oil drums 
that answers all the requirements / 


Many millions of 55-gallon oil drums are in use throughout the country. 
But almost none are equipped with gauges — because until now no gauge 
has met all the requirements for a tank with only one available opening. 


The new FIL-THRU answers all these requirements. 

FIL-THRU is a combination gauge, vent and fill pipe. The user installs ie 
by simply screwing it into the opening, regardless of the amount of oil in the 
drum. To fill, gauge need not be removed —cover is just lifted, and replaced. 
Old-fashioned measuring sticks, oily hands and oily smell are eliminated. 
Users know at a glance when to order oil, and the fill man can tell at 
once how much is required. 

FIL-THRU is accurate, ruggedly constructed, rain proof, corrosion proof, 
inexpensive! ; 

For 55-gallon drums — with their smaller capacity —a good gauge is 
doubly important —and FIL-THRU is the answer! 


Write for information on FIL-THRU now! Certain selected territories are open 
to Sales Representatives. 





APPLIED MECHANICS CO., Dept. H, 167 OLIVER ST., BOSTON 10, MASS. 
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AT SHOVEL 


Disaxicensag corded ) 
with BOTH 


BLADE AND SOCKET 


4 Closed Back 
HEAT TREATED 
for extra strength bi SHOVEL 


and durability 
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CUSTOMERS WILL COME TO YOUR STORE, 
again and again, to get the unusual con- 
struction features, found in no other shovel, 
of the Stuart Closed Back Shovel. The ex- 
clusive advantages of Stuart are Easy fo see 
... Easy to Sell and Stuart Shovels are Cer- 
tain to Satisfy the customers. 


NE Pitan for 


copy of new Stuart Folder, 
sent to you with names of 
nearby Stuart jobbers, 


SSTUART | 
i Brand | 


vy Cloved Back 
SHOVELS 


Sica Shia, Sin ae 
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Shown at left is Androck — 
Bicycle Basket No. 1642 
described in detail below. 
\ aa a) a 
1642—LARGE—18” x 13” x 6” 502—LARGE—HEAVY DUTY 642—LARGE—18” x 13” x 6” 243—GIANT—21"x15"x 9" S I 
1641—MEDIUM—15"x10"x4%"” 18”x13”x 6". Constructed of 641—MEDIUM—15" x 10"x 4%” “Bulldog” handle bar clamps; I 
With Androck “Universal” handle heavier gauge wire than stand- Adjustable handle bar clamps. heavy gauge steel straps. Just It? 
bar clamps. Just the basket to ard models. Also with Androck Looks well on any bike; provides the basket for newsboys; de- lined 
take hard knocks. Fits any bicycle | “Universal” handle bar clamps. maximum service at low cost. livering parcels, etc. Designed dails 
regardless of style or size. Ideal for motor bikes. Makes a hit with every bike owner. to carry maximum loads. aft tn 
be 
© 1948. Pr 
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Your 27th Annual “Who Makes It?” Issue 


The Most Complete Hardware Directory 


- the 27th consecutive year 
every subscriber to HARDWARE 

Ace has received or should 
have received, at no extra cost, the 
annual “Who Makes It?” Direc- 
tory Issue, dated July 15, 1948. 

Being the largest, the original, 
best and most complete hardware 
industry directory available, there 
were tremendous production and 


mailing problems which caused 
unavoidable delays in bringing 
this issue to our readers. 

The normal production prob- 
lems of such an issue were, of 
course, greatly aggravated by the 
composing room strike which was 
not settled at press time. For these 
delays we are sorry—yet we are 
confident that all hardware buyers 
will heartily agree that its great 
and frequent usefulness for the 


next 12 months will more than 
offset any of the inconveniences 
incident to its delayed delivery. 

Not only does your 1948-49 
“Who Makes It?” Issue represent 
the largest and most complete 
hardware directory available—it 
also enjoys the widest and great- 
est distribution, for use, that any 
such directory issue has ever had. 
There will be a total of 36,000 
copies distributed. 


Streamlined Again of Course to Save Your Time — 


No Padding or Duplication 


IX years ago (1942). the 

Harpware Ace “Who Makes 
It?” Directory Issue was stream- 
lined to save your time in your 
daily use of this valuable source 
of information. “One-stop service” 
is again provided. 

Product listings, in alphabetical 
order, include the brand names as 
well as the manufacturers’ name 
and address——all in one place un- 
der the individual and respective 


product headings. 
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Again, for the seventh time, you 
need only locate the product head- 
ing and you can quickly secure the 
manufacturers’ full name and ad- 
dress, if you know the trademark 
or brand, or part of the company’s 
name. This information, complete, 
is all in the same tabulation un- 
der each product heading. 

You don’t have to look in more 
than one place when you use the 
Harpware Ace “Who Makes It?” 
Directory Issue. This streamlined 
presentation has been continued 


because of the wide-spread volun- 
tary endorsement of this feature 
given by wholesale and_ retail 
hardware buyers. It has been an 
exclusive feature for the past six 
years. 

As in the past, there is no 
unnecessary padding nor is there 
any duplication of reference data 
it has that 


despite its streamlined time-saving 


to give this issue bulk 
format because it is the largest 
and most complete hardware di- 


rectory available. 
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Some Important Facts You Should Know 
About Your Latest “Who Makes It?” Issue 


NCLUDED in your streamlined, 

“one-stop service” the 1948-49 
HarpwareE AGE “Who Makes It?” 
Directory Issue, are more than 
25.000 brand names under 6,026 
main headings; 9553 cross-refer- 
ences; a complete and current 
tabulation of jobbers’ brands; a 
total of 388 pages of general list- 


ings including the brands, names 


and addresses of more than 14,000 
manufacturers of hardware and 
allied products and the condensed 
catalog advertisements of 970 
companies using a total of 675 
pages to provide you with useful 
data on their products. 

The first 48 pages of this issue, 
the “Index to Product Informa- 
tion” printed on yellow paper. 
provide an immediate means of 


locating the condensed catalog 
type advertisements of the 970 
manufacturers providing you with 
buying and selling data on their 
lines. 

Only the products featured in 
the manufacturers’ advertisements 
are listed in this section, on pages 
1 to 46. The complete alphabetical 
index of these advertisers is shown 


on page 47, 


Please Write and Tell Us How You Like 
Your 1948-49 “Who Makes It?” Issue 


FTER you have had an oppor- 

tunity to study, and put into 
daily use, your 1948-49 HaRDWARE 
Ace “Who Makes It?” Directory 
Issue please write and tell us how 
you use this directory and how 
often. We will welcome sugges- 


tions which may enable us to 


At Atlantic City Congress 


HE 1948 annual Congress of 

the National Retail Hardware 
Association was reported rather 
completely in this issue with major 
addresses practically, in full. 

More important than the formal 
speeches were the wide-spread, 
outspoken and encouraging reports 
which most attending dealers pro- 
vided on their 1948 volume and 
their outlook for the remainder 
of the year. Many complained 
about less profits percentage wise 
but a majority seemed to have 
more dollar profits and certainly 
had more dollar volume. 

Two associates and myself que- 


ried as many dealers as we could 
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improve subsequent annual edi- 
tions. 

Tell us if you prefer the stream- 
lined “one-stop service” which 
provides the name, addresses, and 
brand names of manufacturers all 
“in one place.” How much time 


does this save you? 


Dealers Very Optimistic 


contact and between us had less 
than a half dozen negative or pes- 
simistic reports and/or opinions. 

Dr. Jules 
speaker at the Tuesday morning 


Jackman, featured 
session certainly chased the blues 
away, if there were any, and based 
his favorable analysis on facts and 
figures. His message is worthy of 
thoughtful 
consideration. He has the happy 


careful reading and 
faculty of making such _ things 
understandable, simple and enjoy- 
able which is not always the case 
when economists address a_busi- 
ness man’s convention. After hear- 
ing Dr. Backman’s message most 
people felt they had had a lift. 


Also please tell us the condi- 
tion of your copy when received 
in its strong individual carton. 

In fact, tell us of your complete 
reaction that we may have your 
guidance for continuing this origi- 
nal HARDWARE AGE service to the 
entire hardware industry and trade. 


Thoroughly practical, based on 
experiences, and equally as inter- 
esting and important was the mes 
sage of Burt Wittwer of Wolff. 
Kubly & Madison, 


Wis.—a firm whose merchandis- 


Hirsig Co., 


ing and other activities have long 
been well known to Harpwart 
AcE readers. Mr. Wittwer talked 
about credit control procedures 
and did a grand job. His address 
is worthy of very thoughtful read 
ing and should provoke equally 
thoughtful consideration. 
There were other good pres 

tations as our readers will dis- 


NRHA 


Congress report story in this issu‘ 


cover by reading the 
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NEWS iico 263 Gy 


(Top) Soft-toned gray mottle finish. 
ie-cast pin tumbler cylinder. Brass 
plated trim. (Also with solid brass 
pin tumbler cylinder, No. 264 GY.) 


NEWS ico 264 IW 


(Center) Rich ivory finish. Cast brass 
pin tumbler cylinder. Chrome trim. 


NEWS thco 265 


(Bottom) With Hold-O-Matic* 
feature that holds back the latch, 
once the key is turned. Rugged 
iron case with rich pebbled-toned 
finish. Solid brass pin tumbler cyl- 
inder and knob. 


*Holds-open-automatically 
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Not just a new idea. 
Not just a new design. 


But new, ALL NEW, 


inside and out — 
in looks, finish 
and operation .. . 


Sthewn Ae f 


Look at these three new ILCO Streamlatches, each one 
ready to do more business for you in a big way. These are 
tough, defiant locks; security-built; beautifully finished 
in soft, neutral tones to blend and harmonize with any 
interior. And they offer your customers a choice, not only 
in price, but also in trim-finish and security value. 


Here again is more conclusive proof that it pays 
to carry and feature the ILCO line. . . a complete 
range of modern, efficient rim latches at prices 
that belie their quality . . . at profit margins that 
are more than worthwhile. 


Yes! It pays to sell ILCO = the successful line 
of Security Hardware. 


If your distributor can’t supply you with 
this new, spot-selling display board, 4/84 MT, 


and a stock of fast-moving ILCO Stream- 


ILCO selid brass cyl- 
inders are made from 
solid brass bar stock, 
screw-machined to 
shape, then precision- 


drilled on special 
machines. Result: 
geper-eecereey fe aio 
performance. 
INDEPENDENT LOCK COMPANY 
FITCHBURG, MASSACHUSETTS 


Branches in all Principal Cities 





latches, write us direct. 25 


THE ILCO TRADEMARK ON PADLOCKS 4 STREAMLATCHES OND SCREEN AND STORM DOOR CLOSERS, — LIQUID DOOR CLOSERS" j ae 


ey, 
CHEST AND DRAWER LOCKS | yal AND KEY BLANKS L IS THE MARK OF FINE WORKMANSHIP AND YOUR ASSURANCE OF HIGH GRADE SECURITY 
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“The Hub of All Sports’ 


Here is the design that appears 
in green on the back of all the 
sporting goods department sta- 
tionery. It's excellent publicity. 






x 
~ 
— 


‘A 


member the firm which sends 
them. 
Mr. W ebb reports that this dis- | 


tinctive stationery has’ brought 


wagwaosda 





“Ary 







many customers to the store and 
has been an excellent source of 
advertising. 


HUB OF ALL 
SPORTS~; 






Located in the Basement 





The Krueger sports department 
is located in the large basement 
of the store, and has been in exist- 
ence for 10 years. It has grown 
steadily in volume each year until 





today it is one of the most profit- 
able departments in the entire 
store. 

Whether the sportsman has 15 
cents to spend for fishing supplies 
or $500 to outfit himself for a 
Wisconsin or Canadian hunting 





trip, he is equally welcome at this 
section, and hell find merchan- 


printed on the back of this station- dise to suit both his taste and his 
/ \ COMPLETE sports ery. Sportsmen who receive letters pocketbook, 





department, with a variety of lines, of this type keep them and re- As the sportsman enters this 
excellent. displays and a_ repair 
: . ’ ; OTT, ii , 
service, gives sportsmen every- ig sis _ 
thing they can desire in the way — i inn 
of equipment at the Wm. Krueger a 
Company, Neenah, Wis., and it is his 
a highly profitable department at the 
all seasons of the year. spc 
the 
Special Sports Stationery 
James Webb, owner, uses a spe- 
cial stationery for his sports de- _ 
partment, and on the back of each N 
is printed in green a miniature al 
map of the state of Wisconsin, oi 
showing Krueger’s in Neenah with Gi 
copy reading “The Hub of All eos 
Sports.” Illustrations showing the fo 
various sports activities for the fo 
12 months of the year, and some “- 
of the merchandise available for ila iia thas til iti il alias te aii ine, de 
sportsmen at Krueger's, are also The three-dimensional background is an added attraction. 
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Is the Slogan at Krueger's 


Neenah, Wis., store carries an extensive range of sporting 
goods and attracts sportsmen from a wide area. Specially 
designed stationery an excellent ad for this department 





store he sees the large attractive 
entrance to the sporting goods 
basement section and it catches 
his attention. The urge to go down 
the stairway is strong, because 
sporting goods equipment lines 
the staircase walls, 


Gifts for Men 


At the bottom is a large pillar 
covered with mottled birch bark. 
A siga says “Sports Hub” with 
arrows pointing downward, and 
another bit of copy reads “Men's 
Gifts” which suggest to men and 
women alike that here are gifts 
for men which can be purchased 
for various occasions. This sign 
brings many women into the sports 
department. 

Outdoor clothing for men and 
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women alike is stocked in consid- 
erable quantity. A feature of this 
display is that the background is 
a three-dimensional creation made 
by a local artist who has given 
his magic touch to other displays 
in the department, too. 


“Women as well as men visit 
and patronize this department,” 
says Mr. Webb. “It is our experi- 
ence that women are becoming 
more interested in all sports, in- 
cluding hunting and fishing and 
it seems that this trend wil] con- 


tinue. 


Guns, ammunition, tennis, golf, 
baseball, football, archery and 
other supplies are carried at this 
store, some of them in special dis- 
play areas. Dog merchandise, in- 
cluding baskets and harnesses, are 


This view of part of the basement sporting goods department gives an 
excellent idea as to the extensive stocks carried there for sportsmen. 


also stocked. In fact. there is 
hardly an item the sportsman can 
ask for that isn’t available at this 


sports department. 
Attracts Sportsmen 


Such a wide variety of stock 
naturally attracts sportsmen from 
a wide area. Located on Lake 
Winnebago, the largest lake with- 
in the boundaries of Wisconsin, 
Neenah is the hub of many marine 
activities. Krueger’s handles ma- 
rine supplies, including boats, 
motors, sails, rope and other items. 
Boat owners from many miles dis- 
tant come to the store several 
times a year to get marine and 
other supplies. 


A large stock of luggage is car- 
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ried in the sports department, for 
it has been found that the sportss 


Full Page Ads 


Get Results 
ULL page size ads in the Rich- 


field News, a tabloid newspaper, 
help the 
Minneapolis, Minn., build store 
volume and a satisfactory volume 


Lyndale Hardware, 


of business. Richfield, a suburb in 
southwest Minneapolis, has __ its 
own newspaper, filled with a great 
deal of local news, and the back 
page of the weekly issue always 
contains the Lyndale Hardware 
full page ad. 

Several months ago, RK. Dana 
Lunquist and Ralph H. Gilbertson, 
owners, published a block of copy 
in one of their ads calling atten- 
tion to the fact the store had been 
in business in that area for six 
years, including one year in its 
new, modern store. 

Some of the ads contain a large 
picture of the front of the stream- 
lined store, which helps to iden- 
tify the establishment in the minds 
of numerous suburban residents. 

The store has been advertising 
“This Week’s Appreciation Value” 
which is a special item at a very 
low price. Considerable public 
interest has been built up on this 
special, with housewives watching 


for it very eagerly. 


One of the Lyndale Hardware's 
typical one-page newspaper ads. 
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man will buy items of that type. 
Luggage stock varies from the in- 


Sporting goods along the walls 

of the stairway entice the pros- 

pective customers to this base- 
ment sports department. 


expensive to the higher priced 
merchandise and customers pur- 
chase both grades. During the last 
holiday season, the department 
sold a great deal of luggage as 
gifts, says Mr. Webb. 

A special display ledge, 20 ft. 
in length along one wall accom- 
modates two rows of luggage 
stacked upright in an attractive 
manner. 

One man in the sporting goods 
department handles marine sup- 
plies and service to customers. 
Two others handle counter sales 
and displays. Gun, fishing equip- 
ment and other repairs are made 
here, and motors are serviced. 





GOOD NEWS'! Builders and Painters 








tets ness a 
they have no equal. Each item is fully guaranteed in eve 
SLOAN’S ROOFING BRACKETS 
| No. 1 For2x4 per dozen $ 7.00 
|No. 2 For 226 per dozen $12.00 
|No. 3 Adjustable to any pitch roof. 
Can be used for 2 x 6, 2 x 8, or 





Rolls he @ dol buggy. 
Keeps rug colors fresh. 
Picks up dog heirs end lint in « [ity. 


Ne stooping or straining becouse the 
Hoover "stends up te you.” 


Lasy te got ovt—easy to put ewer. 


\\ Never before so much Hoover 
ot te low @ price. Come in today 


CONVERTS INSTANTLY 


wm 2 ompte push of the hand, 












} 
| 10-inch plank 





per dozen $20.00 
SLOAN’S LADDER JACKS 
Price per pair $ 6.00 


SLOAN’S SCAFFOLD BRACKET 
No. 6 Fits on 16-inch studding. No 
holes to cut nor blocks to nail 
when using this bracket, each $ 3.50 
Per dozen $42.00 
SLOAN’S CORNER BRACKET 
4 Foot size $ 4.50 











| 

| STOR -A- WAY 
This is the modern way to store your 

| Screens and Storms. Set of 4 accom- 





modates 21 Windows $ 3.95 
This Week’s P rN 
a “4 
THE HOOVER “Appreciation” = ~gy), eel 
t beots os it sweeps. ts it cleons | V ALUE } Gia oe 
it) rf oz f 4 | War —_ 
> 6 Q > 9 a Oval . Lyndale Hdw 
© Metal | FOR YOUR SRBAWEIVG wezps | 
a ©Decorated | aim TIGHT 
ATTENTION! FRIDAY | WASTE ) Heaters $2.75 
GHSC . NIGHT | seveiescgs pusTor 
HIGH SEOUSL SINS is OPEN BASKET | Furnace Filters $1.50 
cater Jnorson figute skates, write | FAMILY Until 8:30 p.m. SPRING anowze 
$12.00 NIGHT | REG. LOW PRICE se Weatherstrip ft. Se 
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HARDWARE 


MINNEAPOLIS, MINN. « PHONE PL 2411 | 


c { FRI. i ARMSTRONG'S 
sad. a 7e¢ Glazing Compound 25¢ 
| CARTRIDGE TYPE 


Caulking Gun $4.50 





When we fail to please 
We shouldn't ought to, 
‘Cause “BUILT ON SERVICE”> 


Is our motto! 
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Well stocked and neatly arranged, this paint department has atmosphere in keeping With 
the store name. Color cards and charts are featured and brushes are in the foreground. 


Paint Sales Show 15 Per Cent 
Increase Over Last Year 


The Colonial Hardware Co. established a paint 
record in 1947 but this year's sales to date 
are ahead of it. Consistent advertising helps 


\A 
—_— shop here 


rather than in Hartford because of 

better parking facilities”, says 

T. W. Brazell, of the Colonial 

Hardware Co., 21 La Salle Road, 

W. Hartford, Conn. This factor, 

plus the store's neat arrangement, 

courte staff and _ reputation This small end 
ee ——? window is usually 
help attract trade. And when it given over to 
paint and related 
lines. In this in- 
z ‘ 4 stance, it is de- 
customer buying a quantity of voted largely to 
manufacturers’ 

display units. 


comes to paint, the store uses it 
as well as sells it. In addition, a 


paint receives a 10 per cent dis- 
count on it. Most paint sales are : 
made to homeowners. 
Paint sales are steadily increas- 
ing at the Colonial Hardware Co., 
with the greatest volume being in 
interior finishes—mostly flat lead 
and oil paint. While 1947 was the 
store's biggest year in gallonage 
volume, the record so far this year 








(Continued on page 73) 
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Shoreline view of Atlantic City where N.R.H.A. Held 49th Annual Congress. 


The 49th N.R.H. A. 


= National Retail 


Hardware Association held _ its 
19th Annual Congress, July 12-15, 
at the Haddon Hall Hotel, Atlan- 
tic City, N. J., with a registration 
of 526, which includes delegates, 
their families and guests. 
“Merchandising for Tomorrow’s 
Market” was the general theme of 
the Congress. The importance of 
adequate credit control, properly 
selected and trained personnel 
and planned promotional activi- 
ties were among the business 
problems considered. Sharp warn- 
ings on the growth and ruthless- 
ness of Communism were issued. 
one speaker considering that as 
his main topic, others touching 
upon it in their remarks. 
Presiding at all sessions was 
Chester E. Young, Fairview. Okla. 
retiring president and new mem- 
ber of the advisory committee. 
Louis L. Hill, Postville. Towa, 
succeeded Mr. Young as N.R.H.A. 
President. W. C. Judson, Big 
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Rapids, Mich., was advanced to 
the vice presidency and the new 
member of the board of directors 
is Harry H. Meyer, Shawano, Wis. 
(Complete details as to associa- 
tion officers are elsewhere in this 


issue. ) 
Resolutions 


In its resolutions the Congress 
gave its full endorsement to the 
arguments in behalf of govern- 
ment economy, tax equality and 
tax relief as set forth in the peti- 
tion directed to the recent Repub- 
lican and Democratic national 
conventions. That resolution urged 
governmeni economy, tax equality 
and tax relief and pledged active 
interest of members in efforts 
toward like taxation of like busi- 
nesses. 

The petitions on tax equality to 
the political conventions had the 
active support of 432 business 
organizations, including the 
National Retail Hardware Associ- 


ation, the National Wholesale 
Hardware Association and_ the 
Southern Wholesale Hardware 


Association. 


The petitions to the Republican 


National Convention were pre- 
sented by Elton Kile, president, 


National Associated Businessmen, 


Kileville, Ohio and Rivers Peter- 


son, managing director of 
N.R.H.A. 

The Congress also adopted a 
resolution urging “the &lst Con- 
gress of the United States to take 
prompt action for repeal of the 
wartime schedule of excise taxes.” 

Concerning the Federal Wage- 
Hour Law, another resolution 
stated, in part. that:— “Interpre- 
tations under this law have been 
bewildering and far fetched as the 
Administrator has sought con 
stantly to extend the sphere of 
his application of the law. Stores 
operating service departments or 
handling commodities which ir 


some transactions are ‘retail’ and 
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Haddon Hall Hotel, headquarters of the N.R.H.A. Congress. 


THE 49th Annual Congress of the National Retail Hardware Assn., 


had for its theme — 


“Merchandising for Tomorrow's Market."’ The 


Congress reiterated the association's endorsement of government 
economy, urged tax equality and sought repeal of wartime schedules of 
excise taxes, increased personal exemptions and extension of the com- 
munity tax principle. Favored clear exemption, for retail concerns, from 
the Federal Wage-Hour Law and opposed return of Government con- 
trols over business excepting in time of actual war. Met July 12-15, 1948 
at Haddon Hall Hotel, Atlantic City, N. J. Louis |. Hill, Postville, lowa, 
succeeds Chester E. Young, Fairview, Okla., as president. Registration 
was 526. Select Boston, Mass., for 50th Congress in 1949. 


in others are ‘non-retail’ are con- 
tinually confronted with a con- 
dition of baffling uncertainty. It 
is. therefore, 

“Resolved. By the National 
Retail Hardware Association that 
it continue to press for amend- 
ments to the Wage-Hour Law 
which shall clearly and complete- 
ly exempt retailers.” 

As to government controls the 
association voted in a resolution 
to “oppose with all vigor pro- 
posals or plans for return of 
Government controls over busi- 
ness under any condition short of 
actual war.” 
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Other resolutions thanked the 
speakers, the entertainment com- 
mittee and the hotel for their co- 
operation in planning and enter- 
taining the convention. A mem- 
orial was adopted, in memory of 


Earl Erlandson, secretary. South 
Dakota 
who died on June 18. 


Boston in 1949 


Hardware 


Announcement was made that 
the 1949 Congress of the National 
Retail Hardware Association will 
be held in Boston, Mass. This will 
be the association’s golden anni- 


versary. 


Association, 


Opening Business Session 


The opening business session, 
Monday afternoon. heard the an- 
nual report of Rivers Peterson. 
Indianapolis. Ind.. managing di- 
rector, N.R.H.A.. who outlined 


association programs and plans. 


In his “Washington Report”, 
W. R. Noble. who is resident 
representative. N. R.H. A. and 
serves the National Retail Farm 
Equipment Association in a like 
capacity, stated. in part, “In gen- 
eral. the 80th Congress. which 
completed its regular session on 
June 20, can be classified as the 
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Chester E. Young inducts his successor Louis L. Hill 
as new President of N.R.H.A. 


most sympathetic to the problem 
of businessmen of any Congress 
during the past several years.” 

That session was completed 
with an address by Philip R. 
Jacobson, secretary, Iowa Retail 
Hardware ssociation, Mason City, 
Iowa on “A Public Relations Pro- 
gram for Hardware,” based on a 
promotional plan, termed “low 
pressure, now being carried on 
in lowa, including radio programs 
and dealer advertising tie-in. The 
program, he pointed out, is 
straight forward institutional ad- 
vertising, 


Formal Opening Session 
Hugh C. Ross, Jackson. Tenn.., 


a past president of the association, 
delivered the invocation and the 
welcome to Atlantic City was ex- 
pressed by M. Haswell Pierce, 
Milford, Del., president, Pennsyl- 
vania & Atlantic Seaboard Hard- 
ware Association. 

The traditional and colorful 
roll call of associations and intro- 
duction of guests concluded the 
session, introductions being made 
by the managing director and 
secretaries of the various affiliated 
associations. Some _ delegations 
sang state songs and in one way 
or another publicized their loca- 
tions and their organizations. 

President Chester FE. Young, 
Okla., in his address, “*Merchan- 
dising for Tomorrow’s Markei,” 
at the Tuesday morning session, 
complimented hardware men gen- 
erally for their post-war modern- 
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ization and promotional activities 
but warned that competition was 
also sharpening its tools. He also 
said that all indications point to 
a return of the buyer’s market in 
the near future. “Marketing rather 
than production is becoming the 
manufacturer's problem and sell- 
ing, rather than buying, that of 
the retailer.” he said. 

He said in order to improve the 
eficieny of the sales force, store 
meetings should be held at regular 
intervals but that a personal re- 
ward must be given in order to 
gain the highest efficiency. Con- 
sideration of some plan of incen- 
tive compensation was urged. 

Mr. Young also cautioned deal- 
ers that the point in the business 
cycle has been reached where 
credit on more liberal terms may 
have to be extended to meet com- 
petition. However he urged that 
credit should be strictly controlled 
in accordance with a sound policy 
definitely formulated and clearly 
“Credit 
should have close attention and 


announced. extension 
collections should follow a de- 
finite plan of action,” he said. 


Explored Credits 


In one of the most thought-pro- 
voking talks of the convention, 
Burt H. Wittwer, of Wolff, Kulby 
& Hirsig Co., Madison Wis., ex- 
plored all phases of credit ex- 
tension and business possibilities 
of the near future. 

Mr. Wittwer stated that on the 
basis of 10 years’ experience his 


firm believes that it is advanta- 
gous for hardware stores hand- 
ling appliances to finance their 
own conditional sales contracts. 

“First of all,” we are in a posi- 
tion to make terms to suit the in- 
dividual customer rather than to 
follow a rigid schedule set up by 
a loan or finance company. This 
allows us flexibility that often per- 
mits us to perform a real financ- 
ing service to deserving customers. 
We also believe that the store traf- 
fic created by time payment ac- 
counts has been a decided asset 
in securing additional appliance 
business as well as a stimulant to 
the everyday merchandise that a 
housewife sees as she walks 
through our store.” 

In an address on “Business 
Prospects,” Dr. Jules Backman, 
Associate Professor of Economics, 
of the New York University 
School of Commerce, Accounts 
and Finance, said that the general 
business picture, and the hard- 
ware trade picture in particular, 
is pretty promising for the forth- 
coming year. He cautioned, how- 
ever, that hardware men should be 
judicious in their purchasing 
since hardware inventories are 
now at an all-time high. 

Because of increased operating 
costs today, Dr. Backman stated 
that business is more vulnerable 
to moderate declines in activities 
than in the past. The break-even 
point is also at a new high-level. 

“So long as the heavy goods in- 
dustries continue to operate at 
full capacity, it is difficult to visu- 
alize any significant change in the 
business situation. The extent to 
which the upward pressure on 
the economy will be accentuated 
because of armaments spending 
will, of course, depend upon the 
manner in which the Russian 
situation is resolved. The expan- 
sion of our military forces with 
the inevitable expansion in ma- 
terials and supplies required to 
service these forces appear to un- 
derwrite the business boom which 
in its own right still has consider- 
able momentum,” concluded Dr. 
Backman. 

The theme of the Wednesday 
morning session was “Merchan- 
dising with Trained Forces.” The 
first speaker, John F. Vaughan, 
Jr., Vaughan Hardware Co., Win 
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chester, Tenn., talked on “How 
We Train Our Personnel.” Mr. 
Vaughan explained that his com- 
panys training progam began 
shortly after the end of the war 
when it was possible to again 
employ competent sales people. 
All employers of the Vaughan 
store meet for one-and-a-half 
hours, once a week. to learn the 
theory of selling and to gain 
product knowledge. Because of the 
benefits realized from the course 
it will be continued indefinitely. 

In a list of five criteria which 
represent the differences between 
successful and_ unsuccessful 
people, Dr. William P. Laughlin, 
Chicago, IIl., management con- 
sultant, declared that, “Skill in 
human relations can be learned 
and developed. An excellent place 
to begin is to read a few well 
chosen books on this subject and 
then to become interested in get- 
ting along with all kinds of 
people. We should recognize that 
some highly skilled in human re- 
lations are aggressive and dy- 
namic; others equally effective 
work almost entirely through in- 
direction and suggestion. Avoid 
learning it all in 10 easy lessons. 
No one ever fully masters this 
art. Adopt the policy of acquiring 
all the skill possible by becom- 
ing conscious of people and the 
ways they react.” 


Wildlife Protection 


The importance of protection 
and conservation of wildlife to 
hardware dealers, whether or not 
they are sportsmen, because of its 
relationship to their business was 
outlined by Dr. Ira N. Gabrielson, 
Wildlife Management Institute, 
Washington, D. C., who touched 
on the right and the wrong ways 
of protecting fish and game. 
Where pollution of waters has 
killed or driven fish away. re- 
stocking is useless unless the pol- 
lution is cleared. Dr. Gabrielson 
pointed out. Considering game 
scarcity he pointed out that, “... 
if it is lack of suitable cover, a 
condition which prevails widely 
in the middle west, no amount of 
predator control, reduction in bag 
limits, or planting of food will 
build a larger game population 
since it is limited by the lack of 
suitable shelter.” 
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(Fred Hess & Son) 


Gulls, gulls and more gulls, familiar Atlantic City sight. 


At the Thursday morning ses- 
sion Millard C. Mills. Manchester, 
Iowa. who conducts Sauser Hard- 
ware, told of his experiences in 
planning and in finally entering 
the hardware business in 1944. 
He outlined his use of association 
services. Of his first days in the 
retail hardware business, he said, 
in part; “At first it was difficult 
to know what to buy and in what 
amounts. All of the hardware 








salesmen calling on us were 
strangers. We didnt know if we 
could trust them so that they 
wouldn't overload us. I will say 
that they were a fine group and we 
didn’t get too many cats and 
dogs.” 

Raymond L. Miller, Forest 
Grove. Ore., in his talk. “It Takes 
A Plan and A Little Bit More,” 
told of his trials and tribulations 


in building a half-million volume 
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business and doing in two years 
what should have taken 10 years 
to do. He pointed out that regard- 
less of how well organized a store 
may be from the point of mer- 
chandise departments and selling 
personnel, the final responsibility 
for making a success falls on 
management. the functions of 
which may not be delegated. 

He admitted that “the majority 
of our troubles during the past 
two years were caused by mis- 
takes that I made.” Continuing in 
that vein. he said. “I should have 
known that an organization can- 
not live as one big happy family. 
I should have known that no 
matter how many people are 
hired, there are certain tag ends 
that the manager himself must 
look after. I should have known 
that you cannot put a damper on 
a rising sales volume and expect 
to stop it in an orderly way. I 
should have known that men 
with no experiencce in a hardware 
store cannot see the over-all vision 
and work many years to that goal. 
I should have known that an 
auditor would not get the neces- 
sary material out at a crucial 
moment (so as to enable me to get 
badly needed extra capital) and 
thereby throw me into a tailspin 
that nearly sank me. 

George Moorad, Portland, Ore., 
world observer and author, in his 
address. “Behind The Iron Cur- 
tain,” told of his experiences in 
Russia as a correspondent. Be- 
lieving that war with Russia was 
almost inevitable, he remarked 
that by compromising with our 
principles, this nation has been 
taken step by step to the brink of 
another conflict. 

He ascribed the secrecy behind 
the Tron Curtain and the oppres- 
sion of the Russian people by its 
leaders to the terror that the Polit- 
buro has of counter-revolution 
should the masses of the people 
become aware of the better con- 
ditions outside of Russia. He 
stated that “48 hours of normal 
contact with the outside world, 
such as we enjoy with Canada or 
England or Mexico, would blow 
the Soviet regime to bits.” 


Final Session 


At the final session, Thursday 
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afternoon, committee reports and 
installation of new officers were 
the order of business. 

Concluding address was “It 
Ain't Necessarily So,” by Jeff 
Williams, Chickasha, Okla.. law- 
yer, humorist and philosopher, 
who said that Democracy must be 


a growth and not an imposition. 
“If anything happens to us it is 
our own fault. Our nation, united 
is unbeatable . . . if we fail they’|! 
let us die.” 

In the following pages ari 
printed major portions of most 
of the addresses. 








Entertainment at 49th N.R.H.A. Congress 


The entertainment program in- 
cluded free admission to the Steel 
Pier, free chair rides on the Board- 


She Made ‘Em Sing 





MRS. WINIFRED WILLIAMS 
Minneapolis, Minn. 


walk and choice seats at the Ice 
Capades, skating extravaganza in 
the mammouth Convention Hall. 

The ladies were also treated to 
a bus trip along the scenic Ocean 
Drive Highway through Ocean 


City, Stone Harbor and Wild- 


He Entertained 





Wendell Hill, 13-year old son of 
Mr. and Mrs. A. B. Hill, Ports- 
mouth, Va., made a big hit when 
he played the "Saber Dance”. 


wood, N. J. When they arrived in 
Cape May, N. J., they enjoyed a 
luncheon at the famous Congress 
Hall Hotel. The ladies were cap- 
ably “chaperoned” by Henry J. 
Kaiser, Philadelphia, a past presi- 
dent of N.R.H.A. 

The Congress got under way 
Monday night, when, after the 
fashion of the political conven- 
tions. the various state and re- 
gional association delegations sat 
together under their various state 
banners. 

There were representations from 
practically every state in the 
union. Some of the states brought 
huge delegations. One of the larg- 
est of these was “Phil Jacobson’s 
irha retailers, their wives and 
families, who made the trip all the 
way from Des Moines in a jam- 
packed bus. This delegation made 
the welkin ring all through Ohio, 
Pennsylvania and New Jersey but 
even after the Jong, hot and tiring 
ride they still had voice and en- 
thusiasm enough to keep the halls 
of Haddon Hall resounding to 
“To-way, Io-way, Out Where the 
tall corn grows,” This song was 
heard night and day throughout 
the convention. 

President Young and his charm- 
ing wife headed the receiving line 
at the reception which followed 
the opening session. 

The highspot of the entertain- 
ment program was a banquet, in 
the Dorothy Vernon Room of the 
convention hotel, Wednesday 
evening. 

Following the dinner Russel! 
Mueller, secretary of the New 
England Hardware Dealers As- 
sociation, m-ceed a simulated Quiz 
Kids broadcast, for whom the 
hardest question was: “Where will 
the 1949 Congress be held?” 
After many unsuccessful tries one 
of the brainy kids produced the 
correct answer: Boston. 
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; N.R.H.A. President Louis L. Hill and Mrs. Hill 


: Louis L. Hill 
N.R.H.A's New President 


= L. HILL, a hard- 


ware man for more than a quarter 
of a century, became president 
of the National Retail Hardware 
Association at the closing session 
of its 49th Annual Congress held 
July 12-15 at the Haddon Hall. 
Atlantic City, N. J. 

While travel from Mr. Hill’s 


home and business in Postville, 


Mr. and Mrs. Louis L. Hill in front 
of their very attractive home in 
Postville, lowa. 
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Iowa, to Atlantic City is only a 
matter of days by train and hours 
by air, his journey to high as- 
sociation honor began back in 
1921. In that year he entered the 
hardware business and almost 
from the start interested himself 
in association activity. 


lowa Born 


Mr. Hill was born and grew to 
manhood in Nashua, Iowa, known 
to many as the home of “The 
Little Brown Church in the Vale.” 
He attended the University of 
lowa, majoring in economics, re- 
ceiving his B.A. degree there in 
1909. He was a member of Phi 
Delta Kappa and Shield and 
Trident, senior men’s honor 
society. 

But graduation and an _ eco- 
nomics major to his credit did 
not lead directly to a_ business 
career. The next 12 years were 
spent in educational work, first 
as superintendent of schools in 
\lonona, Iowa. And at Monona he 
met the future Mrs. Hill. herself 
a graduate of the University of 
Wisconsin and teacher in the 


Monona school system. 


Sells School Texts 


His next step, though still 
seemingly distant from hardware 
selling, was tangent to the aca- 
demic path he had thus far fol- 
lowed. Mr. Hill became associated 
with Allyn & Bacon, a firm of 
publishers of high school and col- 
lece texts. in charge of sales in 
Nebraska and later in Ohio. Then 
other influences exerted them- 
selves and he returned to Post- 
ville, Iowa, Mrs. Hill’s home 
town, to remain there perma- 
nently. 

In Postville. Mr. Hill devoted 
his time and talents both to edu- 
cational work and shaping his 
hardware career. Always civic- 
minded, he served on the board 
of directors of the Postville pub- 
lic schools for a number of years, 
as well as on the county board of 
education. He is now president 
of the newly organized county 
board. In addition to his work 
as an educator he has served 
twice as president of the Post- 
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Mirror-walled displays cut down unnecessary handling of gifts. 
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ville Commercial Club and _ at 
present is first vice-president of 
his local Kiwanis Club, Postville, 
Chapter. 
He served as chairman of the 
. Se ; a ; ‘ ; Trust Fund of the Postville State 
= ow, ovee. MANA ai - Bank and for a number of years 
——— ‘ >.~ ‘) iF, & has been a trustee of the Com 
munity Presbyterian Church. He 


2 a 
we 


ee lS ee © , _— is also a member of the Postville 
Masonic and Odd Fellow Lodges 
and to keep up the link with his 
university days has served as re- 
gional director of the University 


of Iowa Alumni Association. 


Remodeled Store 


It would hardly seem as if a 
man could do more. But he has. 
Mr. Hill is a successful hardware 
merchant, an exponent of modern 
selling and display methods. He 
has just completely remodelled 
his store for the third time since 
entering business in 1921. His 
latest modernization program was 
with the aid of association 
fixtures. 





Association Work 


Almost from the start, Mr. 
Hill, the hardware man. has in- 
terested himself in local, state 
and national association affairs. 
He served first as a director of the 
Iowa Retail Hardware Associa- 
tion and then as its president in 
1934. That vear the NRHA Con- 
gress was held in Des Moines, 
Iowa and in that vear also, for 
the first time in history, the “tall 
corn” refused to be tall due to an 
unusual drought. 

Mr. Hill was elected to the 
NRHA Board of Governors at 
the Cincinnati Congress in 1939 
and at Cleveland in 1947 ad- 
vanced to the vice-presidency, the 
springboard to the presidency 
which top office he assumes at 
this Congress. 

Mr. and Mrs. Hill have one son. 
Louis Hill, Jr. After a four-vear 
delay, due to service in both 
theaters of war as a communica- 
tion officer in the Coast Guard, 
Louis, Jr., was graduated this past 
June from Coe College. Cedar 
Rapids, lowa, magna cum laude 
with second honors. His plans 
call for post-graduate work in 





Large cut-out letters lead customers directly to their needs. accounting, 
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CHESTER E. YOUNG 


W.:. are now in the 


third year of the postwar period 

a period vastly different from 
what most business people antici- 
pated. And though these years 
have had their problems, they 
have been marked by a sales vol- 
ume such as the hardware dealer 
has never known before. Most 
dealers report that 1947 was the 
best year in their business history. 

These years have also seen ma- 
terial improvement in the stores 
of many members as they have 
prepared for the keener competi- 
tion that is ahead. During the 
past two years I have attended 
many state and regional conven- 
tions. At these meetings it has 
been my privilege to talk to a 
large number of our members 
and whenever possible I have 
taken the opportunity to visit their 
stores. On these visits I have been 
amazed at the percentage who 
have modernized their stores and 
developed plans which are being 
carried out io insure continuation 
of the large business volume re- 
cently enjoyed. 

Using pians developed by the 
Association, members have re- 
placed their old store fronts with 
1948 models and have installed 
new step-up shopping islands and 
wall cases. Others have moved 
into modern new buildings with 
increased floor space while still 
others have purchased new loca- 
tions and have their plans all 
drawn for a new business home. 
Many have set aside large cash 
reserves to complete their mod- 
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Tuesday Morning Session 


Leadership 


As a Transition Tool 


HILE independent retail hardware dealers 

have been busy carrying out post-war 
modernization plans their competitors have been 
doing likewise, Mr. Young Ponts out. Warning of 
“the return of a buyer's market in the not too dis- 
tant future" he declares customers are more selec- 
tive in the merchandise they buy and places 
emphasis on the importance of properly trained 


employees. 


By CHESTER E. YOUNG 


Retiring President, N.R.H.A. 
Fairview, Okla. 


ernization projects when mate- 
rials and labor become more 
plentiful. 

In every store I visited I saw 
signs of Association services be- 
ing used to advantage. I think we 
all agree that Mr. and Mrs. Con- 
sumer are going to be drawn to 
the store with a good looking 
front, attractive show windows 
and well-lighted, modern interiors. 
Certainly customers are going to 
prefer to trade’ in stores that are 
properly air-conditioned in sum- 
mer as well as winter. The long, 
narrow store, with its orange paint 
and its drop cord lighting, so 
familiar in the past, has just about 
faded out of the picture. 

All of this has been very won- 
derful and if we could be assured 
that sales would be maintained at 


present levels we would have little 
to worry about. But while we 


hardware men have been busy in 
carrying out these postwar plans, 
our competitors have not been 
asleep. They, too, have entered 
the race to make their stores up- 
to-date for the postwar business. 
Everywhere we travel we see 
activity along this line. The small 
town is no exception for here, 
also, we see many new buildings 
being erected to house new enter- 
prises. In the farm equipment 
field modern buildings have been 
erected along the highways with 
large display rooms and new shops 
to enable ihese dealers to in- 
crease their sales and to supply 
better service to their farmer cus- 
tomers on equipment in use. 
For several years we have been 
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“Credit can be an asset or a hindrance to a business. 
I dread to think of returning to the old way of doing a 
credit business, but if the credit department is controlled 
in the same old way one would control the other important 
activities of his business, it can become a great help to the 
dealer in maintaining the sales volume he desires.” 
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thinking and talking about the 
competition we are going to face 
in the future. That future is now 
our present. We are faced today 
with competition such as we have 
never seen before. Our old com- 
petitors, the chains, have opened 
new stores and modernized old 
ones and, wherever possible, have 
added the further incentive of 
nearby, free parking for cus- 
tomers. 

Many are in small towns and 
they definitely have a much more 
comprehensive merchandising pro- 
gram than formerly. Several of 
the tire manufacturers and some 
of the oil companies have added 
hardware to their lines and are 
seeking to distribute it through 
filling stations and tire stores. 


Farm Hardware Stores 


Specialized farm _ hartlware 
stores, similar to those of Sears 
and Wards, are making their ap- 
pearance on the side streets of 
many of our towns and cities. 
Seed and feed stores have added 
hardware departments, and hatch- 
eries are selling poultry supplies 
and équipment. Lumber yards are 
increasing their lines of goods 
normally carried by hardware re- 
tailers. Automobile and _ plane 
manufacturers have entered the 
electric appliance field and this 
means furtner development of au- 
tomobile dealers and_ specialty 
shops as retail outlets. 

The rapid growth of co-opera- 
tives handling many lines custo- 
marily found in hardware stores 
is another threat to the hardware 
dealer’s future. 

Yes, we are now having, and 
will continue to have plenty of 
competition. But this is nothing 
new to hardware men. We have 
always had our share and I guess 
we always will. So far we have 
survived very well and I think the 
past serves as a prophecy for the 
future in this respect. 

The trend now appears to point 
to the return of a buyers’ market 
in the not too distant future. 
Many signs indicate this, despite 
the present and prospective high 
demands for steel. 

Marketing rather than produc- 
tion is becoming the manufactur- 
er’s problem and selling, rather 
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than buying, that of the retailer. 

Pipelines are filling up with 
goods which a few months ago 
were classed as critical or scarce 
and many dealers have seen their 
cash surpluses absorbed by mer- 
chandise coming in faster than it 
goes out. 

Our customers are more selec- 
tive in the merchandise they buy. 
For the past six months merchants 
in small towns almost uniformly 
report that there has been a slack- 
ening in business. Business is by 
no means bad, nor does it appear 
that it soon will be. But it isn’t as 


good as it was. 


Increasing Accounts 


While income is high for many 
people, the cost of living also is 
high, especially for food and 
clothing which take a large por- 
tion of the weekly pay check. 
Many of our customers are find- 
ing it hard to make their incomes 
buy the things they want and have 
had to cash their savings bonds. 
The increase in accounts receiv- 
able of hardware dealers over the 
country indicates less cash in the 
hands of the consumer for hard- 
ware items. Farmers are buying 


with more caution since the break 
in commodity prices last Febru- 
ary. 

Of course, this entire situation 
may be changed by the operation 
of the Marshall Plan and our re- 
armament program. There is even 
some threat of the renewal of cer- 
tain government controls. All this 
could develop into another 
scramble for goods and a sellers’ 
market could be created all over 
again. 

These are my personal views. 
But, regardless of what happens 
economically, I think we all agree 
that sales and profits have come 
too easily the past few years and 
we may as well face the fact that 
the day of large profits with little 
effort is just about over and that 
we probably face a period of 
lower margins and smaller per- 
centages of profit. We must again 
become competitive from a price 
standpoint. 

Most of us are really concerned 
about the low ebb of salesman- 
ship in our stores—though most 
of us have heen too busy to do 
anything about it. And we all 
agree, I’m sure, that each day 
brings us closer to the time when 
business will go more and more 














Mr. and Mrs. Chester E. Young were presented with several handsome pieces 

of antique silver in appreciation of the services of President Young during 

his term of office. The presentation was made by Robert H. Westbrook, 
Riverside, Cal., one of the directors. 
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to those stores that have a com- 
prehensive merchandising — pro- 
gram, backed by aggressive sell- 
ing and advertising. 
Salesmanship will play a very 
important part in maintaining our 
sales volume from now on. Care- 
ful selection of the employee is 
the dealer’s first task. Thereafter 
it is his responsibility to maintain 
a consistent training of employees. 
A salesman should know the 
voods he sells and how to show 
and display merchandise. Sales 
employees should have definite 
responsibilities as regards the up- 
keep and arrangement of stock in 
various sections of the store. 
These tasks should be changed 
from time io time and it is well, 
in a large business, to shift em- 
ployees from one department to 
another not only to round out 
their hardware education but also 
to find where they are best fitted 


to serve- 
Sales Efficiency 


In order to improve the effi- 
ciency of the sales force, store 
meetings should be held at regu- 
lar intervals. But, to gain the 
highest efficiency there must be 
a personal reward and this re- 
quires consideration of some plan 
of incentive compensation. 

During the past five years 
credits and collections have given 
us little concern. But now we 
have reached the point in the busi- 
ness cycle when we may be forced 
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to extend credit on more liberal 
terms to meet our compeiition. 
Department stores are soliciting 
charge accounts and some retail 
outlets are carrying full page ads 
in newspapers offering hardware 
or housewares items on terms as 
low as $1.25 a week. Still others 
are offering to take trade-ins for 
the down payment with the bal- 
ance on “your own terms”. 
While we must meet these situa- 
tions somehow, our credit should 
be strictly controlled in accord- 
ance with a sound policy definitely 
formulated and clearly announced. 
Otherwise, we are apt to find 
ourselves in the same _ position 
that we were in before the war. 
Lax credit’ policies have handi- 
capped many merchants in the 
past. Credit extension should have 
close attention and_ collections 
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should follow a definite plan of 
action. 

Credit can be an asset or a hin- 
drance to a business. I dread to 
think of returning to the old way 
of doing a credit business, but if 
the credit department is controlled 
in the same way one would control 
the other important activities of 
his business. it can become a great 
help to the dealer in maintaining 
the sales volume he desires. 

After Pear! Harbor former buy- 
ing habits changed. Hardware 
men started grabbing anything 
that looked like merchandise. 
When it came to price, no ques- 
tions were asked. To get a few 
scarce items, retail buyers took 


anything else a salesman had to 
offer. 

Many store owners turned the 
buying over to department heads, 
often inexperienced, with no con- 
trol over the amount or kind of 
merchandise to be purchased. 
Dealers who did this are realiz- 
ing now that good buyers are 
frequently poor salesmen and that 
good salesmen, as a rule, are poor 
buyers. It is going to be danger- 
ous from now on to turn the 
buying over to employees without 
some sort of control records to 
guide the amount and kind of 
goods that flow into each depart- 
ment. 


1929 Market 


I can remember what happened 
in 1929 when we entered a declin- 
ing market. Stores that were over- 
stocked found it difficult to un- 
load at any price. The chains, then 
relatively new, began selling their 
merchandise at prices far below 
what we had paid for ours and 
we soon found that the bulk of 
our business was in popular 
priced merchandise we had pur- 
chased at lower levels. Only a 
small portion of our stock was 
turning and the rest of our capital 
was tied up in overpriced, out-of- 
date merchandise. 

Profit can be made in a declin- 
ing market as well as in an ad- 
vancing one. But to do this we 


must buy backwards and develop 


(Continued on page 70) 
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Tuesday Session 


The Business 
Outlook 


ROFESSOR of Economics tells hardware men 

that the country is in the middle of one of the 
biggest booms ever witnessed. He says that the 
country has never had a bust in business when the 
durable goods business was going full blast as it 
is today. Unfavorable factor is the high cost of 
living. A conservative policy is recommended in 
the light of all-time highs in inventories of hard- 
ware and building materials. 


By DR. JULES BACKMAN 
Associate Professor of Economics, 
N. Y. U. School of Commerce, 
Accounts and Finance 


A ase year when I ad- 


dressed this group I pointed out 
that business forecasters could be 
divided into three groups: opti- 
mistic pessimists, ‘pessimists, and 
pessimistic pessimists. I further 
pointed out that so far as I could 
see, business activity would con- 
tinue to be maintained on a high 
level. 

Shortly after that 
there developed a new attitude 


meeting, 


which might best be described as 
optimistic optimism. New boom 
levels were to be seen, prices were 
going to run away, and all the 
related developments of a boom 
would take place. 

Rarly this year with the break 
in grain prices, a new group of 
prophets—or was it the old group 
again—pointed out that this was 
it, this was the break in business 
and prices which had been entici- 
pated ever since the end of the 
war. I had the occasion at that 
time to speak in successive weeks 
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at Philadelphia, Boston and Buf- 
falo before regional groups of the 
NRHA. I pointed out then that 
these estimates of the outlook ap- 
peared to me to be inadequate 
and that the outlook was for a 
continuation of high level busi- 
ness activity. 


Recent Events 


The reason why I review these 
recent events is not for the pur- 
pose of saying “I told you so”. 
Rather, it is to put in proper per- 
spective several recent evenis in- 
cluding the enactment of the 
Marshall Plan, tax reduction, and 


Sw 
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DR. JULES BACKMAN 


the expansion of our national de- 
fense program which is being 
cited by the pessimists of Febru- 
ary as the reason why their pes- 
simism has not materialized. The 
facts are that we have not yet felt 
the impact of the Marshall Plan 
spending and the expansion of 
expenditures for national defense. 
We have only begun to witness 
the beneficial effects upon consum- 
er spending of the reduction in 
taxes. 

In other words, we have at work 
today essentially the same forces 
which in February indicated a 
continuation of high level activity. 
It will not be until later this 
year and early next year that the 
impact of increased spending for 
national defense will be felt. The 
same is true for spending under 


the Marshall Plan. 
In Biggest Boom 


Today we are in the middle of 
one of the biggest booms this 
country has ever witnessed. By 
any means of measurement, be it 
the level of production, retail 
sales, volume of consumers’ spend- 
ing, levels of unemployment and 
employment, or levels of consum- 
ers’ income, business is at boom 
time levels. It is from this peak 
level that one must view the fu- 


oy 
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"Disposable income in the hands of consumers remains 
high. One of the major factors in determining the level of 
retail sales is the income obtained by consumers. With farm 
income holding up, dividend income increasing, wage in- 
come increasing, and continued support from government 
spending, the outlook is for a continuation of high level in- 
comes and hence a fundamental support for the business 


situation." 








ture. The main factors at work 
may be summarized briefly as 
follows: 


Favorable Factors 


1. Outlook for durable goods 
industries continues to be favor- 
able. Electrical equipment, farm 
equipment, railroad 
automobiles, and 
goods industries will sell every- 


equipment, 
other durable 
thing they can produce over the 
next year. Building activity con- 
tinues on a high plane and the 
outlook is for a continuation of 
these high levels. Spending for 
national 
and early next year will add to 
the pressure in these segments of 
the economy and will probably 
mean a tighter situation for many 
types of hard goods. Since we have 


defense later this year 


never had a “bust” in business 
with the durable goods industries 
moving along at full blast, this 
must be considered to be one of 
the most hopeful augers for busi- 
ness. 

2. Disposable income in the 
hands of consumers remains high. 
One of the major factors in de- 
termining the level of retail sales 
is the income obtained by con- 
sumers. With farm income holding 
up, dividend income increasing, 
wage income increasing, and con- 
tinued support from government 
spending, the outlook is for a 
continuation of high level incomes 
and hence a fundamental support 
for the business situation. 

3. Business investments continue 
high. Total expenditures for new 
plant and equipment in 1948 are 
estimated by the U. S. Department 
of Commerce at $18 to $19 bil- 
lion. This is 15 per cent higher 
than 1947 in terms of value. In 
physical quantities volume will be 
about the same. 

4. The recent tax reduction has 
added about $5 billion to 
sumer purchasing power. More- 
over, by using up a major part of 
the government’s budgetary sur- 
plus, one of the most potent defla- 
tionary forces has been consider- 
ably weakened. 

5. Continuation of large export 
surplus. The European Recovery 
Program, spending under which 


con- 


is still in low gear, will mean the 
maintenance of large export sur- 
pluses with continued pressure in 
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some segments of our economy. 
However, it is important to keep 
in mind that the total export sur- 
plus will be no larger than last 
year, and possibly will be some- 
what smaller. Hence, the contribu- 
tion from this sector of the 
economy will be no greater than 
last year. 

6. Productivity is improving. 
Recent studies show an increase 
of about five per cent in output 
per manhour. This will 
somewhat larger output and hence 
alleviate in part the pressure on 
prices. 


mean 


Income Distribution 


7. Better income distribution. 
Recent studies of the Federal Re- 
serve Board show that there are 
now 12 million families in the 
$3000-$5000 group as compared 


with 1.8 million families 10 years 
ago. In the with 
more $5000, there are now 9 mil- 
lion families as compared with 
800,000 some 10 years ago. In ef- 


income group 


fect, there has been a consider- 
able shift since 1945. Now, 21 
per cent of the families accounting 
for 50 per cent of the income, are 
in the over $5000 group, while 
in 1945, only 12 per cent of the 
families with 32 per cent of the 
income were in this category. This 
shift in incomes will mean larger 
expenditures for 
helps to explain the sharp in- 
crease in such expenditures during 
the past two years. 


hardware and 


Unfavorable Factors 


As against these favorable fac- 
tors there are several unfavorable 
factors including the following: 

1. Food prices are high. They 
have risen considerably more than 
have other prices since before the 
war and in comparison with any 
past period that may be selected. 
This sharper rise in food prices 
is reflected in the fact that spend- 
ing on food now takes 29 per cent 
of disposable income as compared 
with 23 to 24 per cent before the 
war. The net result is a smaller 
proportion of spendable funds 
available for other types of goods, 
although the impact of this situa- 
tion has been considerably modi- 
fied by the tremendous increase 
which has taken place in incomes. 
In other words, considerably more 








Figure No. 1 


Relationship of Hardware to Retail Sales 
Percentage of Total Retail Sales 








Building 
Materials 
and 
Hardware Building Farm 
Group Materials Implements Hardware 
(per cent) 
1940 6.7 4.3 9 15 
1944 5.2 3.1 6 14 
1946 6.6 4.1 6 1.8 
19471 
Ist quarter 6.9 4.3 AY f 1.9 
2nd quarter 7.0 4.5 2 18 
3rd quarter 7.6 5.0 a 1.9 
4th quarter 7.8 5.2 8 1,9 
19481 
Ist quarter 7.6 5.0 8 18 
1Quarter distributions are computed from seasonally adjusted data, 
Source: U. S. Department of Commerce, Office of Business Economics. 
HARDWARE AGE 
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is now spent on non-food prod- 
ucts. even though that “consider- 
ably more” represents a smaller 
proportion of the consumers’ dol- 
lar. One exception to this decrease 
in the proportion of the consum- 
ers dollar spent for non-food 
products is found in hardware 
and building materials. The table 
(on page 40) shows that before 
the war 1.5 per cent of total retail 
spending was for hardware, while 
in the first quarter of 1948, 1.8 
per cent was spent for hardware. 
Similarly, building materials took 
1.3 per cent before the war and 
now take 5 per cent. 


Increasing Rent 


2. Higher rents. During the war 
and early postwar years, rent con- 
trol resulted in virtually no change 
in rents for those who continued 
to occupy the same dwellings. 
The relaxation of rent controls 
during the past year and a half, 
has been accompanied by higher 
rents, so that a somewhat larger 
proportion of the consumers’ dol- 
lar is being spent for this pur- 
pose. Naturally this means fewer 
dollars available for other types 
of expenditures. 

3. Higher wage costs. The so- 
called third round wage increase 
is now substantially under way. 
Already a number of companies 
have announced higher prices as 
a result of these wage increases. 
With wages increasing more rap- 
idly than output per manhour, 
higher prices have been an inevi- 
table result. This will mean that 
more consumers will be priced out 
of the market and will inevitably 
increase the pressure upon fixed 
income groups. 

1. Shortages of working capital. 
As sales have continued to ex- 
pand, higher inventories have been 
necessary and higher wage bills 
have had to be met. As a result, 
working capital has become tight- 
er in many industries. A recent 
survey by the U. S. Department 
of Commerce shows the following 
increases in inventories for hard- 
ware and building materials. 


High Hardware Inventories 


At the end of 1947, inventories 
of retail hardware stores were 
estimated at $548 million as com- 
pared with $399 million at the 
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Figure No. 2 


Retail Inventories, Selected Year-Ends, 1929-47 
(Add 000,000) 


Building 
Materials 
and 
Hardware Building Farm 
Group Materials Implements Hardware 

1929 942 555 133 254 
1933 532 301 79 152 
1939 707 389 8 229 
1943 642 356 64. 222 
1945 645 309 78 258 
1946 1.044 539 106 399 
1947 1.534 13 143 548 








end of 1946. In no earlier year 
had inventories been as high as 
$300 million. Such an increase in 
inventories has been accompanied 
by increasing pressure on working 
capital. This large expansion in 
inventories also suggests the need 
for some caution in connection 
with further inventory accumula- 
tion. 

5. See figure No. 2 above. 
Duration of boom. The boom 
has now continued for a period 
of seven years, if we date it back 
to 1941. We are now in the 35th 
month since VJ Day. This is the 
longest period during which prices 
have stayed so high after any one 
of the four major wars in which 
we have participated since 1800. 
Past experience indicates that at 
some time a decline will take place 
and that when it does take place 
it will be very rapid. I do not 
foresee that decline in the imme- 
diate future, but the risks of this 
decline still remain. They reaflirm 
the desirability and necessity for 
a conservative inventory policy. 


High Break Even Points 


6. Increases in break-even 
points. The sharp increase in costs 
during the past few years has 
raised break-even points to new 
high levels. One result is to make 
business much more vulnerable to 
moderate declines in activity than 
in the past. In other words, a 10 
per cent decline today could cre- 
ate as much difficulty as a 15 to 
20 per cent decline in the past. 
It is true that during such a pe- 
riod of decline today’s immovable 
costs will begin to melt away and 


break-even points will fall to low- 
er levels. But that is a time con- 
suming process and much difficulty 
may be encountered before it fin- 
ally takes place. 

Where does this summation of 
the pros and cons in the business 
picture leave us? It seems to me 
that on balance the favorable fac- 
tors outweigh the unfavorable 
factors. While in some respects 
business is more vulnerable to 
moderate decline in activity today 
than in the past, the fundamental 
forces contributing to high level 
activity remain dominant. 

So long as the heavy goods in- 
dustries continue to operate at full 
capacity, it is dificult to visualize 
any significant change in the busi- 
ness situation. The extent to which 
the upward pressures on the econ- 
omy will be accentuated because 
of armaments spending will, of 
course, deperid upon the manner 
in which the Russian situation is 
resolved. The expansion in our 
military forces with the inevitable 
expansion in materials.and sup- 
plies required to service those 
forces appear to underwrite the 
business boom which in its own 
right still has considerable mo- 
mentum. The uncertainties attend- 
ing any presidential election must 
be considered in any evaluation of 
outlook for the 
months ahead. However, it is diff- 


the business 


cult to see how the results of this 
election, whatever they may be, 
can significantly affect the busi- 
ness picture over the next six 
months to a year in light of the 
preponderance of favorable fac- 
tors previously discussed. 
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Tuesday Session 


The Importance of 


Credit Control 


wi HE cleverest advertising in the world can at 

best only create an urge or a desire to buy, 
and without money or without credit people can- 
not follow the impulse to buy,’ says Wisconsin 
hardware man. He concludes that "credit is, 
therefore, a factor which ranks in importance with 


advertising." 


By BURT WITTWER 
Wolff Kubly & Hirsig Co. 
Madison, Wis. 


W: are all in this 


business of extending credit and 
then trying to collect our money 
and we should all realize that 
“now is the hour” applies every 
day of the year if we are to keep 
our financial house in order. 

A friend of mine kidded me 
the other day — half in fun, 
half in criticism. He said, “I 
came into your store the other 
day to buy a good garden hose. 
The salesman showed me several 
kinds, but quickly sold me on one 
of those new fangled plastic ones 
and I told him I would take it. 
Just as I reached into my pocket 
for my billfold, he said, ‘I sup- 
pose this is a charge?’ A similar 
incident happened to me a couple 
of days before in another store. 
What’s the matter? Doesn't any- 
one pay cash for merchandise 
anymore, or am I just old- 
fashioned ? 

Have you ever noticed that 
salespeople are becoming increas- 
ingly credit conscious to the point 
where they just naturally ask the 
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customer to charge, unless the 
customer happens to be waving 
greenbacks, making the intent of 
payment obvious? Whether you 
as a merchant prefer cash or 
charge business makes little dif- 
ference, because we seem to be in 
the midst of a trend where “credit 
comes naturally” and in many 
instances unfortunately also very 
easily. 

One oddity of modern life is 
the large number of people who 
are spending money they haven't 
earned, for things they don’t 
want, to impress people they can’t 
stand the sight of. 


Accounts Important 


Charge accounts are important 
to every store regardless of its 
size. No one can estimate, with 
accuracy, how much the average 
charge account holder buys on 
impulse. If impulse buying could 
be recorded it might well repre- 
sent the difference between a good 
year and a poor year from a 
profit standpoint. Our charge 





BURT WITTWER 


sales for 1948 will represent over 
50 percent of our total business. 
This fact alone should emphasize 
that we must all maintain pleas- 
ant relations with charge cus- 
tomers, so that nothing may 
jeopardize any part of this sub- 
stantial sales volume. The clever- 
est advertising in the world can 
at its best only create an urge 
or a desire to buy. Without money 
or without credit your customer 
cannot follow the impulse created. 
Credit _ is, 
which ranks in importance with 


therefore, a factor 
advertising. 
Expensive Articles 


This theory is well illustrated 
in the sale of expensive articles 
such as automobiles, appliances, 
fur coats, etc. If many of our 
customers had to postpone the 
purchase of an appliance until 
they could pay cash, they would 
lose their desire for that new 
radio long before they would 
have saved up the required cash. 
Installment buying is in effect 
forced saving and as such is defi- 
nitely a constructive tool in our 
national economy. 

I honestly don’t believe it is 
evil to keep a man in debt for a 
reasonable length of time pro- 
viding the item he has purchased 
will pay for itself in conven- 
ience, save time and labor. or 
otherwise raise his standard of 
living. The idea of installment 
selling is sound we have the 
highest living standard in_ the 
world because of it. 


At our stores we have financed 
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"One oddity of modern life is the large number of 
people who are spending money they haven't earned, for 
things they don't want, to impress people they can't stand 


the sight of." 
A 


our own conditional sales con- 
tracts for the past 10 years. We 
believe this method has several 
distinct advantages that should 
be considered by everyone in the 
appliance business. First of all 
we are in a position to make 
terms to suit the individual cus- 
tomer rather than to follow a 
rigid schedule set up by a loan 
yr finance company. This allows 
is flexibility that often permits 
us to perform a real financing 
service to deserving customers. 
We also believe that the store 
trafic created by time payment 
accounts has been a decided asset 
in securing additional appliance 
business as well as a stimulant 
to the everyday merchandise that 


a housewife sees as she walks 


through ovr stores. 
Financing Plans 


Incidentally, if you are not able 
to carry the load of your appli- 
ance financing, many banks are 
interested in working out excel- 
lent arrangements whereby you 
can borrow the money at a very 
reasonable rate of interest. They 
permit you to use the customer's 
accounts as collateral in such a 
way that the customer need not 
know his account has been as- 
signed to the btnk. In most in- 
stances this type of bank credit 
will not affect your credit line 
for other loans you normally 
carry with your bank. The one- 
half of one percent per month 
carrying charge that we ask for 
this financing, amply pays for 
the expense of carrying such 
accounts. 

The greatest source of pros- 
pects for new charge account 
business are your own cash cus- 
tomers. They are probably the 
easiest to convert to charge be- 
cause they already know your 
store, its salespeople and its mer- 
chandise. You may think I am 
silly to talk about converting cash 
customers into charge customers, 
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A 


especially at a time when our 
charge account business is already 
booming. 

] personally feel that as rising 
prices of the things we sell con- 
tinually keep pace with and grad- 
ually absorb salary increas: 
especially those of the white col- 
lar workers, it becomes necessary 
for more and more people to 
convert to credit buying in order 
to maintain their standard of liv- 
ing. If our own cash customers 
must convert to credit somewhere, 
let's permit them to convert in 
our own store. Can you think of 
any quicker way of continuing 
your high sales volume than by 
giving your own cash customers 
a chance to do their credit buy- 
ing with you? Surely, we are all 
in agreement that we must main- 
tain high sales volume if we are 
going to meet constantly higher 
expenses and still make a profit. 
The only way to keep showing 
a profit is to sell more — those 
plus sales are the difference be- 
tween profit or loss. Let’s not be 
backward or bashful about solic- 
iting charge business. Department 
stores have done it for years and 
your customers will take to it 


readily because it comes naturally. 

Of course, the immediate result 
of all this charge business is or 
will be unusually high accounts 
receivable. At our stores we have 
nearly 50 percent more owing us 
in customer accounts than we had 
a year ago. The prospects are 
that this figure will go even 
higher before the year is over. 
We need all this business if we 
are to stay on the profit side for 
1948. Leading department store 
comptrollers are generally in 
agreement that a 15 percent drop 
in their sales volume would put 
most of them in the red for the 
year. Because expenses are at an 
unprecedented high level we must 
all concentrate on spending more 
wisely. To be on the safe side 
we should install some method 
of budget or expense control, not 
for the purpose of eliminating 
spending but to be sure we spend 
wisely and get value for our cash. 
We should also make a sincere 
effort to simplify our procedures 
wherever possible. Why do you 
do a thing need it be done at 
all and if so can it be done 
simpler? You will he surprised 
how many little details can be 
eliminated when you apply this 
test some of them little jobs 
that you may have been doing 
for years. 

Be conservative as to whom 
you extend credit. Because of our 
unusually large accounts receiv- 
able we are going to have to 
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watch our collections as we have 
never watched them before. Those 
of you who do not now have a 
definite collection procedure had 
hetter set one up pronto and fol- 
low it faithfully. 

What do I mean by a definite 
collection procedure? Frankly, I 
could spend the rest of my time 
elaborating on what constitutes 
a good collection procedure. 
Briefly it is simply a definitely 
planned process of mailing your 
statements, delinquent reminders 
and collection letters. This may 
sound like a time-consuming proc- 
ess but it really need not be. We 
are handling 90 percent of our 
collection follow-up with printed 
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past due reminders and form let- 
ters. When I say form letters I 
lon’t mean that we have a bunch 
of letters run off at the printer 
or mimeographer and then put 
a man’s name and address on 
that and mail it. No it’s not quite 
that simple. 


Form Letters 


I have composed and always 
have on hand about 25 different 
collection letters that fit various 
situations as well as progressive 
stages in the collection follow 
up. When I write a collection let- 
ter [I merely analyze the cus- 
tomer’s account and after decid- 
ing which one to send tell my 
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stenographer to send, for exam- 
ple, letter # 7. She uses that par- 
ticular form letter and_ individ- 
ually types it, making the slight 
adaptations necessary as to the 
amount of the account and other 
pertinent tacts. It is my conten- 
tion that good collection letters re- 
quire careful though and consider- 
ation. I believe I can do a better 
job with well thought out form 
letters, rather than personally dic- 
tated letters that are usually given 
under the pressure of other work 
or dictated at a time when you 
are not in a letter writing mood. 

Remember though that you 
simply cannot have good collec- 
lions if you follow your accounts 
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on a hit-and-miss basis or follow 
them. when you have time. You 
never seem to find that spare time 
and the chances are the follow- 
ups will be few and far between. 
There is no quick, easy way to 
collect money. Good collections 
require consistent, methodical 
follow-up. The secret is not so 
much in how you ask for your 
money, as it is in how often you 
ask for it! 

In reviewing newspaper adver- 
tising in our daily papers one 
sees evidence that the pendulum 
at the moment has swung away 
from a seller's market back to 
a buyer’s market. The buying 
public today is harder to sell and 
consumer groups are constantly 
advocating and prophecying lower 
prices for merchandise. This 
creates bad thinking on the part 
of customers and in many in- 
stances is causing a wait-and-see 
attitude in their buying habits. 


Marshall Plan 


I don’t see how these patriotic 
prophets can possibly be right in 
their predictions. The Marshall 
Plan exports and our new defense 
program are certain to create 
shortages of merchandise that will 
make it virtually impossible for 
prices to come down. We who are 
in the hardware business are in- 
deed fortunate as far as the imme- 
diate future business outlook is 
concerned. 

The experts predict that within 
six months to a year the various 
government programs will be tak- 
ine one-fourth of all our steel 
production with good possibilities 
that they will take even more later 
on. Visualize what this will do 
to our hard lines of merchandise. 
As this program continues we will 
be back in a period of shortages 
such as we experienced during the 
recent war and we will be able 
to sell almost anything we can 
find to sell. Naturally, if we were 
absolutely positive of the future 
there are definite steps that we 
should be taking now as regards 
to our buying of merchandise and 
other business planning. In fact 
in some items it is not out of 
order to anticipate your needs as 
much as a year ahead and attempt 
to buy accordingly. However, this 
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is a subject in itself which I am 
going to leave to other speakers 
on your convention program, men 
who are experts in this field and 
who are more capable than I in 
predicting our business future. 
But just suppose this program 
of defense doesn’t carry all the 
way through as planned? Sup- 
pose that during the balance of the 
year we should finally work out 
some basis of understanding with 
Russia? I know that is wishful 
thinking, but it is not the impos- 
sible. Sooner or later both of us 
will have to realize that if we 
don’t get together we'll all be 
blown off of the face of the earth. 
Or suppose we do continue with 
the Marshall Plan, the Defense 
Program, Lend Lease and all the 
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rest of these spending plans and 
prosperity rolls merrily on. 

I like to remember the days 
when I rode the merry-go-round, 
Small down payments and 24 or 
more months to pay, and it’s not 
unpleasant to remember either. 
Those of us who advertised easy 
terms, but used common sense in 
selecting our customers, secured 
extra business and usually avoided 
the headache of slow collections 
and bad accounts. Many of us sold 
lots of appliances by offering 
special terms. On the whole the 
experience with such credit sales 
was not poor or unsatisfactory. It 
was unsatisfactory only when rea- 
sonably sound judgment was ig- 
nored on these credit risks, but all 
in all the benefits derived far out- 
weighed the losses. By careful 
handling in the credit office we 
sold only a very small fraction 
of our customers on the easiest 
terms advertised and thereby saved 
much collection expense. 

I cannot close my remarks with- 
out making a special plea for vet- 
erans. Please let’s not overload 
these boys beyond their ability 
to pay. Many of them were mere 
lads of 18 to 20 years old when 
they went into service. They are 
now 25 to 28 years old, married 
and have young families. Many 
of them have been house hunting 
ever since they returned and are 
only now beginning to find a de- 
cent place to live. Many of them 
have been forced into buying 
houses at prices that are honestly 
beyond their reasonable ability to 
pay. They need nearly everything 
we sell. We will all readily admit 
that they deserve all the appli- 
ances and conveniences that we 
offer, but can they honestly afford 
them ? . 

Most of them have not had 
much credit dealings before. Many 
of them are prone to forget that 
a dollar is only about haif as 
good as it was when they went 
into service. They don't know 
when to stop stretching — their 
credit. Let’s counsel with them 
when they buy. Let’s advise them 
and help them to buy sensibly the 
things they want in the order of 
their importance. Let’s not get 
them in so deep that they can’t 
meet their payments and eventu- 
ally lose everything they own. 
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Training of Sales 


Wednesday Morning Session 


A the close of the war the Vaughan Hardware 
Co., Winchester, Tenn., interviewed many 
applicants they found enough able, desirable em- 
ployees. Then it started a continuing weekly train- 
ing program which the entire store staff attends. 
Product education as well as the theory of selling 


are training objectives, 


By JOHN F. VAUGHAN, Jr. 
Vaughan Hardware Co. 
Winchester, Tenn. 


Tue training of sales 


personnel is relatively new to us. 
Prior to the War, we used no con- 
sistent or continuous program of 
training. We had an occasional 
meeting to discuss, perhaps, some 
new item of merchandise or a new 
line we had decided to sel] but 
there was no planned—integrated 
program. Before that period it was 
our policy to hire ambitious young 
boys just out of school and start 
them in at the very bottom of the 
ladder at a low wage. They would 
be assigned such jobs as janitor- 
ing, opening incoming shipments, 
setting up knocked down merchan- 
dise, stock keeping, delivering, 
etc. They were expected to handle 
any menial task that came up re- 
gardless of its nature. The length 
of service at such jobs was uncer- 
tain, a good bit depending on 
when an opening higher up in our 
organization would develop. Of 
course, some of the boys did not 
last-through this first period but 
those who did stick and showed 
promise were by degrees assigned 
more important jobs. Later they 
were permitted to try selling on a 
part time basis. 

This was the most critical time 
in their training and management 
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had to make a decision as to their 
potential ability as competent 
salesmen. If it was decided the 
boy had the necessary require- 
ments then each boy was given in- 
dividual attention and instruction 
and eventually became a full time 
member of the sales force. This 
might be called training by “ex- 
posure.” By this long, drawn out 
method of training, although some 
excellent salesmen were developed, 
it took us too long to discover 
that we had some employees rival- 
ling in stupidity the town half- 
wit who, having become a burden 
on the town, was given a job by 
the City Fathers polishing the can- 
non on the court house lawn. 
After working at this job for a 
year, he told them he was going to 
quit; questioned as to why he was 
dissatisfied, he replied, “Ain’t dis- 
satisfied—just been savin’ my 
money and got enough to buy my 
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own cannon so I can do my own 
polishin’.” Then, too, many good 
prospects were overlooked since 
natural aggressiveness alone with- 
out careful training will not pro- 
duce a salesman. 

But conditions have changed. 
Young boys just out of school now 
demand a man’s wage, and if you 
are not willing to pay them such 
there is always someone who will. 
It isn’t practical, over a_ period 
of years, to train boys by the 
“exposure” method and pay them 
a high wage while they are being 
exposed. 


Disadvantageous Method 


This method of training also 
had the great disadvantage that 
after a salesman attained a fair 
degree of ability he was weaned. 
From that time on he was more 
or less on his own. To a large 
extent any future development de- 
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"It is our endeavor to impress on our people that selling 
is an art and that the successful salesman is an artist in 
applied psychology. We, further, try to impress on them 
that selling is an exciting adventure." 
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It’s a fact that we are producing more DuPont 


















Sponges than ever before. Yet your customers 
still find there is a shortage. The reason is 
simple: everybody wants Du Pont Sponges 
because they are ideal for washing walls, 
windows, dishes and automobiles. And these 
Sponges are soft, yet firm and long wearing. 
We’re doing the best we can to supply all 
the Du Pont Cellulose Sponges you need, so 
keep right on asking for them. Insist on the 
best . . . insist on a genuine ‘“‘Du Pont.” 
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BETTER THINGS FOR BETTER LIVING 
«+s THROUGH CHEMISTRY 


pended on his own initiative and 
ambition. 

As for our old employees 
planned training was almost non- 
existent. Aithough they were well 
acquainted with the merchandise 
we stocked, our way of doing 
business and were as a whole cap- 
able salesmen, they even as most 
of us. had a tendency to become 
complacent and content. 

We realize throughout all the 
years we used _ this antiquated 
method of training that it was not 
adequate that better results 
could be obtained by other meth- 
ods but we were doing all right 
and no one ever went to. the 
trouble to work up a planned pro- 
gram. 

Furthermore, shortly before and 
during the early days of the War 
we lost a large percentage of our 
trained and capable employees. 
During the War we were forced 
to use whatever personnel was 
available regardless of their quali- 
fications and ability. Even now I 
could cry on your shoulder if I 
were to think of some of our ex- 
periences during this period. 


Personnel Training 


We realized that the time had 
come when we must bother with 
training our personnel. We knew 
that our Wartime makeshift sales 
force could not cope with post- 
war conditions. We saw the need 
of a sales training program that 
would place us in a position to 
meet post-war competition result- 
ing from the change from a sell- 
ers market to a buyer’s market. 

Even though as early as 1942 
we definitely decided we would 
institute a program of training 
our personnel. We decided to 
postpone its inception until we 
could employ a group who were 
capable of taking training. We 
were not idle, however, and all 
during the war-period were think- 
ing of and making plans for our 
post-war sales force. All plans 
were worked out in detail. By the 
time the war was over we had com- 
plete plans for a sales training 
program which we thought was 
just what we needed. 


As soon as possible after the 
war’s end we took the first step. 
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This was selecting a competent 
group of employees. We pur- 
posely waited until the disbanding 
of our armed forces was well 
under way. Advertisements for 
sales people were run extensively 
and many more applications than 
expected were received. All of the 
applicants were interviewed per- 
sonally at which time a very com- 
prehensive application blank was 
used. These applications were 
studied very carefully. Close at- 
tention was given to family back- 
eround character education 
health past employment 
prior training outside interest 
and personal habits. 

Character and reputation are 
extremely important and at least 
two years of high school education 
are a must as is good health. 
Outside interests and personal 
habits are very important, of 
course, and are tied in with char- 
acter and reputation. 


Overstaffed At First 


About two-thirds of the appli- 
cations were eliminated for one 
cause or another. The remainder 
were interviewed a second time 
and from this group we chose the 
number we wanted to employ. We 
employed more people than we 
thought we would actually need 
since we realized that some might 
not prove satisfactory. 


The training of our personnel 
] 


under our present plan was started 
about two years ago. All em- 
ployees 
personnel as well as the sales 
group were enrolled. 

We meet once each week— at 
night. A holiday is declared dur- 
ing the Christmas season and also 
during the hotter summer months. 
The weather is quite hot in Ten- 
nessee during June, July and 
August. Since our meetings are 
held in our store building and the 
doors have to be locked during 
our meetings to avoid interrup- 
tion, it is too hot for comfort 
during these months. That is the 
reason for our mid-summer holi- 
day. We try to provide pleasant 
surroundings for our meetings 
with comfortable chairs, good 
lighting and adequate facilities fo1 
taking notes. Our meetings do not 
run over one and one-half hours. 
We have no smoking except at 
a “break” period of four or five 
minutes about mid-way of the 
meeting. 


Compulsory Attendance 


In the beginning our people 
were paid at their regular rate of 
pay for the time spent at the 
meeting. Later this was discon- 
tinued when it seemed that some 
of our employees felt that the 
time spent at the meeting was 
just that much more time on the 
job and did not take sufficient 
interest in the proceedings. Our 
explanation for this change was 
that it was our belief that if we 
were willing to take the time nec- 
essary to work up the programs 
for their benefit, they in turn 
should be willing to give a little 
of their time for their own better- 
ment. Nothing was ever said about 
compulsory attendance but ail of 
our people appear to understand 
that their connection with ou! 
company will end suddenly if they 
do not attend. Attendance is 100 
per cent. 

During this two-year period 
there have been no major changes 
in our method of training. In th 
beginning, several weeks were di 
voted to a study of the theory of 
selling. A text book was used and 
each person was given a cop) 
These meetings were conducts 
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TT often-expressed fear that America may soon 
be over-produced becomes obviously false 
when we study our present business situation. 


Buying power of our population today, even in 
the face of high taxes and inflated prices, is 53% 
greater than in 1940. 

60% (28 millions) of our families now have 
yearly incomes in excess of $2,000. The com- 
parable figure for 1940 was 36%. In 1935 it 
was only 16% 

Economists advise that, after allowing for 
necessary expenditures for food, clothing, shel- 
ter, taxes, reasonable savings, etc., we have 90 
billion dollars left over. 

This is not earmarked for any specific purpose. 
It is “free” money which we Americans have in 
our pockets. With it we can buy autos, radios, 
homes, fur coats . . . anything we want. And— 
it is almost four times the amount of unallotted 
cash ($22.8 billion) which we had in 1940. 
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This 90 billions of purchasing power guarantees 
the continuance of good business—1F WE DO A 
GOOD SELLING JOB. 

Regardless of how much money he has, Mr. 
Average Citizen won't buy unless he is sold. 
He'll defer purchases for long periods of time 

. or entirely. He'll tend to become satisfied 
with present possessions—unless someone sells 
him on the idea of acquiring better ones. 

That's where our only real depression danger 
lies today .. . in UNDERSELLING! 

Before the war, in 1940, American business 
had 3,188,854 salesmen. Today, it employs only 
2,750,000. 

Can this reduced sales force meet the challenge 
of a 90 billion dollar ‘free’ market? Can nine 
salesmen sell almost four times as much in ‘48 
as ten sold in '40? 

The answer is obvious. 

America needs 1,000,000 more salesmen—NOW ! 
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more or less like a lecture class 
in school and our employees were 
asked to discuss any subject they 
thought interesting. Rather to our 
surprise our people became very 
interested in this course and many 
lively discussions took place. 
After this course was completed 
we began instructions in the prop- 
er method of selling specific 
items. At the present time we de- 
vote a short portion of each 
meeting to a study of theoretical 
selling. The remainder of the time 
is used in discussing applied sell- 
ing. 

There is nothing remarkable 
about our method of training. We 
use the time tested formula of: 

1. Explanation, 2. Demorstra- 
tion, 3. Application, 4. Discussion, 
and 5. Examination. 

As previously stated, our sales 
training program is_ divided, 
roughly speaking, into two cate- 
gories, (1) The teaching of the 
abstract theory of selling and (2) 
product education which has as 
its goal the selling of specific 
items of merchandise. 


Theory of Selling 


In the abstract theory of sales- 
manship, the headings which we 
have just given you might be de- 
fined as follows: 

1. Explanation: Giving the sales 
trainee a picture of what is be- 
hind the necessity for sales train- 
ing; the place occupied by the 
sales force in an organization and 
how it is related to and must work 
hand-in-hand with other units of 
the organization to produce a well 
coordinated whole. And, finally, 
how he must set in motion and 
control the thought processes of 
the prospect which will resuit in 
a sale of the merchandise under 
consideration. 

2. Demonstration: This, by ex- 
planation, since we are not now 
dealing with concrete objects but 
with the abstract theory of selling, 
covers personal appearance of the 
individual, his general conduct, 
his customer approach, and _ his 
“after the sale conduct.” 

3. Application: An explanation 
of the best methods to use in each 
of the three “types” of customers 
with which we have to deal. (I 
might explain just here, that for 
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all practical purposes, we divide 
our customers roughly into three 
“types”—(1). The “Positive Buy- 
er” or the person who knows ex- 
actly what he wants and knows 
how to express his desire for the 
item; (2). The “Undecided” or 
“hesitant” buyer who is not sure 
what he wants and does not know 
how to put his desires into clear 
cut language; and (3). The 
Lookers). 

1. Discussion: This, obviously, 
is open discussion in which ques- 
tions and answers play a large 
part. 

5. Examination: Whether we 
examine orally or in writing de- 
pends on the material just cov- 
ered. We use both methods to 
determine the individual’s grasp 
of the material studied. 

It is our endeavor to impress 
on our people that selling is an 
art and that the successful sales- 
man is an artist in applied psy- 
a 
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chology. We, further, try to im- 


press on them that selling is an 
exciting adventure a field, in 
which the scenes change from day 
to day—never monotonous, 2 vo- 
cation that should always be 
interesting. 


Product Education 


In Product Education which has 
as its goal the selling of specific 
or concrete items, the above head- 
ings take on an added significance 
to the sales trainee because here 
we employ the use of both the 
auditory and visual senses. In 
handling a concrete item, the 
headings might be explained as 
follows: 

1. Explanation: Here we have 
pretty much the same idea in mind 
that we had in the abstract theory 
of selling. 

2. Demonstration: Here we have 
advantage of the visual sense as 
well as the auditory. Here, afte: 
we have become letter perfect 
ourselves, we show the group hou 
to make a proper demonstration. 
In all our demonstrations we, by 
word and example, strive to im- 
press on our people that merchan- 
dise must be treated with respect 
by the salesperson if it is to 
arouse the admiration and respect 
of the prospective customer. What 
a difference there is in the cus- 
tomer’s impression of a_ pocket 
knife when the salesman carefully 
chooses one for his inspection. 
opens the blades for him, and 
hands it to him and where the 
“clerk” dives his hand into a case. 
spins a knife across the counter, 
still in the stock wrapping. and 
says, “Here’s a good-un for two 
bucks.” In the demonstration of 
more complicated items we are 
very careful to acquaint the sales- 
men with all selling points and to 
provide them with the answers to 
all objections which they might 
anticipate. And speaking of objec- 
tions, we impress our people with 
the fact that, while they may and 
often will meet price resistance 
price was never and will never be 
a buying motive. 

3. Application: Here the sales- 
man in training is asked to give 
a demonstration on some item sug 
gested by others in the class. To 
demonstrate his item properly, he 
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“SHINYHEADS” 
America’s Best Looking Cap Screw 


Made of high carbon steel — AISI 
C-1038—to standards for Full Fin- 
ished hexagon head cap screws— 
bright finish. Heads machined top 
and bottom. Hexagon faces clean 
cut, smooth and true,"mirror finish 
Tensile strength 95,000-110,000 
p.s.i. Carried in stock 


“LO-CARBS” 


Made of AISI C-1018 steel—bright 
finish. For use where heat treatment 
is not required and where ordinary 
hexagon heads are satisfactory 
Hexagon heads die made td size - 
not machined. Points machine 
turned. Tensile strength 75,000- 
95,000 p.s.i. Carried in stock 


FILLISTER CAP SCREWS 


Heads completely machined top 
and bottom. Milled slots—less 
burrs. Flat and chamfered machined 
point, Carried in stock. 


“SHINYLAND” STUDS 


All studs made steam-tight on tap 
end unless otherwise specified, 
with flat and chamfered machined 
point. Nut end, oval point. Land 
between threads shiny, bright, 
mirror finish. Carried in stock 


¥ 
CONNECTING ROD BOLTS 


Made of alloy steel — heat treated — 
threads rolled or cut — finished to 
extremely close thread and body 
tolerances — body ground where 
specified. Expertly made by the 
pioneers in producing connecting 
rod bolts by the cold upset process. 


THE FERRY CAP & SET SCREW CO. 





e CLEVELAND 13, OHIO 


““HI-CARBS”’ 
Heat Treated Black Satin Finish 


Made of high carbon steel — AISI 
C-1038. Furnished with black satin 
finish due to double heat treatment 
Hexagon heads die made, not ma- 
chined. Points machine turned; flat 
and chamfered. Tensile strength 
130,000-160,000 p.s.i. Carried 
in stock. 


SET SCREWS 


Square head and headless — cup 
point. Case hardened. Expertly 
made by the pioneers in producing 
Cup Point Set Screws by the cold 
upset process. Cup points machine 
turned. Carried in stock. 


FLAT HEAD CAP SCREWS 


Heads completely machined top 
and bottom. Milled slots —less 
burrs. Flat and chamfered machined 
point. Carried in stock. 


* 
ADJUSTING SCREWS 


Valve tappet adjusting screws — 
Hexagon head style — to blue print 
specifications— hexagon head hard; 
polished if specified — threads soft 
to close tolerance— points machine 
turned; flat and chamfered 


* 
SPRING BOLTS 


Case hardened to proper depth and 
ground to close tolerances. Thread 
end annealed. Supplied in various 
head shapes, with oil holes and 
grooves of different kinds, and flats 
accurately milled. 


FERRY PATENTED ACORN NUTS 


For ornamental! purposes. Steel in- 
sert — steel covered. Finish: plain, 
zinc plated, cadmium plated. Size: 
9/16", 3/4",15/16''across the fiats. 


Tapped 1/4” to 3/4" inclusive 
Cross section of Ferry patented 
acorn nut, showing how steel hexa- 
gon nut fits snugly into shell. 


Pioneers and Recognized Specialists, Cold Upset Screw Products since 1907 
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must know it intimately but the 
item asked for by the class must 
be one that has been handled by 
the instructor in some previous 
meeting. 

1. Discussion: Again, this is 
open discussion of the material 
covered. 

5. Examination. Usually,  ex- 
amination in this branch of train- 
ing is neither written or oral. 
The salesmen are spot-checked on 
the sales floor to determine what 
they are doing with the knowl- 
edge they should have acquired in 
the salesmeetings. If their sales 
conduct shows progress and an 
effort to make a practical appli- 
cation of the things they have 
eained, the mistakes observed are 
taken up by us at the next sales- 
meeting with no mention made 
of names. If an individual is 
showing little or no progress, his 
mistakes are covered with him 


privately. 
Store Meetings 


In our meetings we strive to 
give our people complete informa- 
tion about each item of merchan- 
dise. We discuss the raw materials 
and manufacturing processes that 
go into each finished product. For 
instance we would explain the dif- 
ference between a high carbon or 
a tungsten molybdenum steel so 
they in turn would understand the 
difference between a plain jobbers 
and a high speed drill bit. This 
same principle is carried out in 
our description of all merchan- 
dise. If one manufacturing process 
is superior to another we give the 
reason why. 

We do not hurry our programs. 
We think it better to travel slowly 
and give complete information 
rather than rush and give only 
superficial instruction. It may take 
only a few minutes to give all the 
essential information pertaining to 
many items. Sometimes it takes 
an entire period to give all of the 
information needed to properly 
describe all of the sales features 
of some items. Quite often several 
periods will be used in talking 
about a line which may consist 
of many related items. 


Consider a home water system. 
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Naturally considerable time is re- 
quired to give our people all the 
information they need to be able 
to sell such an item. If a home 
owner comes into our store inter- 
ested in the home water system we 
want our sales people to be trained 
so that they can intelligently dis- 
cuss with this home owner all of 
the conditions that exist at his 
home and to be able to recommend 
the system that will give the best 
service to the purchaser, further- 
more we want the salesman to be 
able to figure up the required 
quantity of pipe, valves and all 
other accessories and be able to 
quote in a minimum time a price 
for the complete job, instalied. 
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We also use drawings or blue- 
prints in some instances. After a 
detailed explanation of electrical 
supplies we wil] furnish each of 
the people with a blueprint of a 
house or a barn and have them 
figure the necessary amount of 
material required to wire the 
house from the power company’s 
line on through to the final out- 
let. These lists of materia! are 
then checked for accuracy and 
additional individual instructions 
given if needed. Furthermore we 
want our people to be able to 
counsel with our customers and 
make intelligent recommendations 
when the knowledge of the cus- 
tomer is limited, 


Customer Service 


We do not neglect our service 
and office forces. Although their 
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contact with customers is rather 
limited they are taught that they 
have a definite service to render 
and that ihey shall always be cour- 
teous. A rude delivery man can 
do a great deal of harm. Ours are 
instructed to follow the wishes 
of our customers even though 
their requests at times are absurd. 
Our service men when on a call 
are instructed to do their job in 
so far as is possible according to 
the wishes of the customer. Our 
service men attend our weekly 
meetings. Although they have little 
time for selling, quite often when 
on an installation or repair job 
they are able to make additional 
sales. 

You may want to know how 
long we intend to continue our 
present series of training pro- 
grams. We do not intend for them 
to end— they may revolve — we 
may start over again at the be- 
ginning — but with the constant 
flow of new or improved merchan- 
dise into our store we see the 
need of a never ending training 
program. 

We have been investigating the 
supply of moving picture training 
films available. At this time | 
can give you no definite informa- 
tion as to the supply or quality 
of such films. 

In conclusion and _ specifically 
to those of you who may be plan- 
ning a program for training your 
personnel let me state that you 
are taking on a big job. It will 
take several hours of your valu 
able time to properly prepare each 
program. But I don’t think you: 
time could be spent more profit- 


ably. 
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Wednesday Morning Session, 


New Techniques In 
Personnel Selection 


N discussing proper selection of manpower for 
sales and other jobs Mr. Laughlin lists five cri- 
teria representing differences between successful 
and unsuccessful people. These concern: abstract 
and comprehensive thinking; skill in human rela- 
tion; ability to organize; insight and self criticism 


and emotional control. 


By WILLIAM P. LAUGHLIN 
Management Consu!tant 


Chicago, Ill. 


Proper selection of 
manpower can make or break a 
business. In my opinion man- 
power is the commodity that is 
most misused by management to- 
day. It is misused because the 
potential values that it has to 
offer are not being realized. This 
happens frequently because man- 
agement is unaware of, and not 
taking full advantage of, the 
techniques and methods available 
for the early appraisal of the 
prospective employee's potential- 
ities and his chances of making 
good on the job for which he 
is selected. Consequently invest- 
ments are often made in training 
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“Sound management should . . . 


individuals who do not represent 
the greatest potential returns. In- 
appropriate promotions may be 
made which disturb the morale 
of the whole organization and 
result in lowered output and in- 
creased cost of doing business. 
This morning I want to discuss 
and explain some of the new tech- 
niques in personnel _ selection. 
Many of the newer and most 
valid procedures today are based 
upon some very careful and pain- 
staking studies that were started 
by a few psychologists some 15 
years ago. In my opinion the 
most important and far-reaching 
of these was a five-year study 
investigating the differences be- 
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‘clean its own house’ 


and insist that from the president to the janitor emotional 
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behaviour will be discredited and. . 


. not be tolerated.” 








tween 360 successful and effec- 
tive individuals in business and 
industry and 360 unsuccessful 
and ineffective people. Five basic 
criteria were clearly set forth as 
representing differences between 
the successful and unsuccessful 
group. I would like to discuss 
briefly these basic differences. 


Abstract Thinking 


One is what we may call the 
ability to do abstract and com- 
prehensive thinking; that is, the 
ability to think in terms of ab- 
stractions rather than merely con- 
crete objecis. This factor can pos- 
sibly be best explained by an 
example. We can think of two 
military men who are very dif- 
ferent with respect to this ability. 
The first may be a very success- 
ful leader on the field of combet. 
Here he can be effective by think- 
ing merely in terms of concrete 
situations. He is right out on the 
field of battle. he can see the phys- 
ical lay of the land, where his 
men are located, how his equip- 
ment is deployed, ete. Since these 
concrete situations lie within the 
actual range of his physical 
vision he may think and plan in 
terms of them and operate very 
effectively. 

The second sits at a desk and 
plans his attack in an entirely 
different way. He plans his cam- 
paign by examining _ statistics, 
reports, contour maps, charts, 
etc. In other words, he has to 
visualize from abstractions, which 


come across his desk, the con- 


crete, specific situations with 
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which the first man dealt di- 
rectly. Rather obviously, if the 
field leader can think only in 
terms of definite concrete situa- 
tions his scope and area of opera- 
tions are limited regardless of 
how effective an operator he may 
be in that particular smaller seg- 
ment of the total campaign. 
These two individuals differ in 
comprehensiveness and the abil- 
ity to visualize the concrete from 
abstractions. 

How often we find a similar 
situation in business and indus- 
try. We all know of exceilent 
foremen who failed miserably 
when promoted to shop superin- 
tendent. We know of excellent 
clerks who were not good depart- 
ment managers. Often, a large 
part of their difficulty is due to 
lack of comprehensiveness and 
insufficient visualizing ability. 
Different positions demand dif- 
ferent amounts of this ability. 
This is an attribute that can be 
accurately measured and ceilings 
determined with respect to_ it. 
Furthermore, the requirements of 
any particular job or position can 
be accurately catalogued with 
respect to the amounts of this 
ability needed, 


Human Relations 


A second differentiating  cri- 
terion is skill in human relations. 
This is an ability to deal effec- 
tively with people of various 
types in face-to-face contracts and 
to exert effective leadership. 
Those who are highly skilled in 
human relations tend to get along 
well with people. People well 
endowed with the ability we have 
just described as comprehensive- 
ness and visra'i-ing capacity are 
not always skillful in human re- 
lations. Superyv.sory and certain 
types of sales activities consist 
largely of contacting people. 
Those skilled in this area tend to 
have a good sense of wit and 
humor. This does not imply that 
they laugh loudly and in a bois- 
terous manner. It rather implies 
an inner twinkle as it were — a 
tendency to see the witty and 
humorous side of life, which 
keeps one from taking himself 
too seriously, 
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An habitually friendly attitude 
is also a vital part of skill in hu- 
man relations. Chronic grouches 
seldom get along well with peo- 
ple. A person’s attitude is gen- 
erally reflected back in the mirror 
of the people he contacts. Emer- 
son said, “Be noble, and the 
nobleness which lies in others, 
sleeping but not dead, will rise 
in grandeur to greet you.” 

Skill in human relations can 
be learned and developed. An 
excellent place to begin is to read 
a few well chosen books on this 
subject and then to become inter- 
ested in getting along with all 
kinds of people. We should rec- 
ognize that some highly skilled 
in human relations are aggressive 
and dynamic; others equally ef- 
fective work almost entirely 
through indirection and sugges- 
tion. Avoid learning it all in 
10 easy lessons. No one ever fully 
masters this art. Adopt the policy 
of acquiring all the skill possible 
by becoming conscious of people 
and the ways they react. 

Those who try to use psycho- 
logical tricks to influence people 
become victims of their own 
tricks. There is no substitute for 
sincerity. The sincere person is 
psychologically sound in many 
instances even though he does not 
know it. 

The person effective in human 
relations is a good listener. He 
learns more by listening than 
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talking. He masters the art of 
asking questions and makes the 
other person feel more important 
because he has_ expressed his 
views. 

A third factor representing the 
differences between the successful 
and unsuccessful groups is_ the 
ability to organize. A_ highly 
trained organist sits at the key- 
board of his organ and by press- 
ing certain keys and pedals brings 
forth symphonies of music. He 
organizes the sounds which come 
from the organ. He is an organ- 
izer of sounds. He produces a 
synchronized product, namely, 
music. 


A department head who co- 
ordinates the activities such as 
purchasing, sales, inventory, etc., 
in his department and secures a 
co-operative function in getting 
production is an organizer. He 
organizes things as well as peo- 
ple. He directs and arranges fac- 
tors both material and human 
to secure a smooth functioning 
of these factors toward a desired 
end; namely, increased sales and 
services, 


Self Criticism 


A fourth difference found may 
be called insight and _ self-criti- 
cism. This is the ability to prop- 
erly evaluate oneself and to 
carry out remedial procedures; 
also to understand the motivation 
behind the behavior of others. 


An executive lacks insight who 
talks dogmatically and inaccu- 
rately in the presence of special- 
ists who are under his supervi- 
sion. A salesman who blasts the 
prospective client with a barrage 
of sales talk and does not notice 
that the prospect is bored or rest- 
less shows a_ lack of _ insight. 
People who have become accus- 
tomed to doing most of the talk- 
ing are apt to ignore the rea 
tions of the listener. They may 
and often do live in a “fools 
paradise” wherein those who re- 
port to them allow them to live 
on in ignorance of important in 
formation they could have fur- 
nished. People who lack insight 
insult others and are not aware 
of having done so, They hav 
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(Fred Hess & Son) 


At one of the daily fish net hauls, familiar scene in Atlantic City. 


what might be termed a “blind 
spot”. They cannot see what they 
have never understood or recog- 
nized. They encounter hostile re- 
actions from people they have 
insulted and interpret such reac- 
tions as an aggressive attempt to 
attack them without cause. 


Individuals who have a high 
degree of insight are sensitive to 
the reactions of the listener. They 
are quick to sense attitudes of 
individuals and They 
keep their finger upon the pulse 
of the listener. They apprehend 
the other person’s reactions and 


groups. 


are quick to set him at ease, 
Self Improvement 


A high degree of insight fur- 
ther results in sensing our own 
individual mannerisms which 
cause resentment when we con- 
tact other people. It makes pos- 
sible faults 
before they become highly irri- 
table. This further results in the 


correcting persona! 


individual’s being in a constant 
state of self improvement without 
becoming unduly morbid or tem- 
permental about it. A high degree 
of insight makes possible smooth 


functioning in human relations 
but insight does not guarantee 
skill in human relations — it 


merely provides a sound basis 
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for such skill — the skill itself 
has to be acquired. 
A final difference 
tween the successful and unsuc- 
control. 


found be- 
cessful was emotional 
This is the ability to maintain a 
steady and effective output of 
work under varying and trying 
circumstances with minimum ten- 
sion. A foreman who yells loudly, 
pounds his desk and rushes about 
the plant swearing violently can 
be described as having lost con- 
trol of his emotions. Conversely, 
the supervisor who learns of an 
error in his department and feels 
angry but proceeds quietly to 
learn the cause and takes steps 
to correct it can be listed as hav- 
ing satisfactory control of his 
emotions. Supervisors and execu- 
tives who get things done by be 
coming emotional can be likened 
to auto mechanics who swear at 
a stalled motor instead of fixing 
it. Such people are emotionally 
immature. The emotionally ma- 
ture person gives and takes cri- 
frankly and 
tolerant, 


ticism 
He is 


stable. He solves problems with 


objectively. 
restrained and 


regard to their importance and 
urgency basing his decisions on 
all available evidence. He is able 
to wait for postponed values if 
immediate satisfactions are not 
forthcoming. He 
troversial subjects without losing 


discusses con- 


self control. Not overly sensitive. 
he makes ordinary decisions with- 
out vacillations and regret. 
Feelings, aspirations, and de- 
achievement 
When 


and desires are over stimulate: 


sire for 


workers. these feelings 


the individual becomes emotional. 


Emotion represents a disorganiz 
state. The fighter who 
emotional 


bec omes 
lunges wildly at his 


knocke d 


are quick to 


opponent and is soon 
out. People who 
become emotional soon meei the 
person who takes easy advantage 
of their poorly organized minds. 

Many 
have 
Some even boast of it. They con- 


people 


very talented 


poor emotional control. 


tinue to get by with being emo- 


tional because they frequently 


highly 


loyal employees who put up with 


repose in the shelter of 


them as they do with a “spoiled 
brat”. Some executives persist in 
behaving emotionally because they 
own the husiness and the em- 
ployees fear to cross them for 
fear of losing their jobs. Sound 
management should not tolerate 
such costly behavior. It should 
“clean its own house” and insist 
that from the president to the 
janitor emotional behavior will 
he discredited and looked upon 
as “psychological halitosis” which 
will not be tolerated. 


Develop A Plan 


These criteria are actually those 
of a good executive. Now I recog 
nize that you are primarily inter- 
ested in techniques or a plan 
that will help you with your 
more immediate problem of se- 
lecting better sales people fo: 
hardware stores. Frankly, I am 
firmly convinced that there is no 
test or battery of tests now avail 
able that would prove very useful 
in helping you solve this prob- 
lem. But by the proper applica- 
tion of the procedure we hav 
just discussed it is possible to 
develop a plan that will give you 
constructive and 
and _ will 


practical hel 
greatly improve - the 
calibre of your selection. 

In order to select individual 
who will become good sales peo 
ple you first must know th 
qualities and characteristics pres 
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Yeah, man! The big boy’s got everything... full 
line of stuff, sharp quality-control, speedy delivery, 
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an That means all types and sizes of American Wood 
ur Screws... with all types of heads... in all types of 
metals including stainless. 


American brand is the major-league standard by 
which all other screws are judged — signed, sealed 
il- and delivered by extra inspections (for fitness of 
ul head, thread and point) which make you and your 
))- Customers sure of 144 perfect fastenings in every 
“a gross box that wears the American Eagle. 
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ent in men who have proved 
themselves to be good salesmen 
and how these men differ from 
those who have proved ineffective. 
Just as the distinguishing char- 
acteristics of the effective execu- 
tives were identified in the re- 
search reported previously this 
morning, abilities which clearly 
differentiated between the success- 
ful and unsuccessful group, so 
the abilities and characteristics 
present in your good salesmen 
and lacking in your poor ones 
can be identified. I don’t know 
what these abilities are, neither 
does any one else as far as I am 
aware, but the technique for find- 
ing out is clear cut and definite. 

You should investigate the dif- 
ferences between a group of your 
successful and effective salesmen 
and an equally large group of 
your unsuccessful and ineffective 
salesmen. This group should be 
made up of individuals widely 
scattered as far as geographical 
location is concerned. This inten- 
sive study will tell you what the 
successful salesmen must do, what 
he must know, and what partic- 
ular abilities he must have to be 
successful in his job. You will 
find that your successful group 
has many abilitics and interests 
in common and then you will 
know to a much greater extent 
what to look for in interviewing 
a prospective salesman for a 
hardware store, 


Experience Needed 


Such a study will indicate, for 
example, what previous experi- 
ence is best in most instances. 
Maybe it is a particular type of 
previous selling experience. Per- 
haps it is a job in which the work 
was hard, hours were long and 
wages were extremely small. 
What is the most desirable educa- 
tional range for your type of 
salesman? Obviously, there is 
both an upper and lower limit. 
But what is it? What is the 
most desirable early home back- 
ground? Possibly your best sales- 
men come from homes which are 
somewhat below average in social 
and financial level. People from 
such homes may regard their posi- 
tion as an upward step, superior 
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to their past mode of living. Also, 
they are more likely to have be- 
come accustomed to hard work 
for relatively small pay. These 
attitudes aid habits are less likely 
to be present in men from higher 
level homes. Who knows? 


Employee Qualification 


What is the most desirable age 
range for a new man? What 
mental abilities are best? A man 
has to have at least a minimum 
amount of intelligence to win the 
confidence of his customers. He 
needs sufficient mental resource- 
fulness to answer unanticipated 
questions or objections promptly, 
confidently and effectively. On 
the other hand it is possible for 
a man to be too brilliant intel- 
lectually for your type of sales 
work. He may lack the “common 
touch” or be too technical or 
analytical in his sales talk. Then, 
too. the hizhly intellectual person 
is less likely to stick with this 
type of a job for long; he will 
be restless to take on more chal- 
lenging iniellectual tasks. What 
type of a vocabulary does your 
desirable salesman have and 
need? What about aggressive- 
ness? Is there danger of his being 
too aggressive for behind the 
counter selling? What types of 
interests are characteristic of your 
good salesman? Does he have a 
mechanical interest, a_ clerical 
interest, a persuasive interest or 
what have you? I certainly do 
not know the answer to these 
questions. But I, am equally sure 
a properly conducted study of 
your effective and _ ineffective 
salesmen will supply the answers. 

Out of this study a plan can 
be developed which will enable 
the individual dealer to select a 
good salesman. Such a plan would 
consist of: 

(1) A specification of experi- 
ence and characteristics to look 
for in a prospective salesman. 

(2) A method of scoring infor- 
mation obtained on a_standard- 
ized application blank. 

(3) The tests which will meas- 
ure mental ability, aggressive- 
ness, or whatever qualities are 
found to be desirable in a good 
salesman. 


(4) A method of obtaining and 
evaluating a comprehensive per 
sonal interview. 


Each one of these aspects ji 
very important. We have alread 
emphasized that in order to | 
able to select individuals who 
will develop into good sales peo- 
ple you first must know the char- 
acteristics and abilities found in 
the people who have proved 
themselves effective in your type 
of saleswork. From an analysis 
of the data gained by the study 
suggested you will know what to 
look for when you interview you: 
prospect. You also will have the 
material necessary to make a 
standardized application blank. 


Standard Application 


The method of scoring infor- 
mation obtained on the standard- 
ized application blank will be a 
rating chart. Your standardized 
application blank will, of course, 
give you that information which 
is necessary for record purposes 
such as birthplace, social security 
number, etc. But of much greater 
significance will be the informa- 
tion, concerning the factors such 
as education, home background, 
previous experience, etc., which 
your study has pointed out to 
have importance as far as your 
good sales people are concerned. 
Since these factors are going to 
vary in their importance with 
respect to the potential success 
of your salesman they should be 
assigned “weighted” or “relative 
values”. 

These “weighted values” will 
enable you to evaluate the infor- 
mation obtained on your stand- 
ardized application blank and 
give your applicant a preliminary 
rating. It is not the function or 
purpose of this rating to evaluate 
the applicant with respect to all 
the characteristics a good sales- 
man should have. It is merely a 
rough and rapid “screening” to 
find out it the applicant merits 
further consideration. A very low 
score will eliminate an applicant 
from further consideration and o! 
course save your time. A high 
score would indicate that the 
prospect has potentialities which 
should be more fully evaluated 
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by using iests and a comprehen- 
ave personal interview. 

When you have satisfied your- 
self through the “screening” tech- 
nique that a prospect possesses 
potential for your job then you 
are ready to measure by tests 
how good he is. I have already 
emphasized that only a properly 
conducted study will tell you 
what particular test or tests will 
be of value and what is the desir- 
able range of scores for appli- 
cants to make. 


If the prospect’s scores on the 
tests are satisfactory, then his 
potentialities warrant your giving 
him a thorough and careful per- 
sonal interview. Although the 
tests can and should be used to 
great advantage in the selection 
of your sales people, the inter- 
view remains important as a selec- 
tion device. For this reason the 


points to be considered in a com- 


prehensive interview should he 
outlined in detail along with tech- 
niques of evaluating information 


obtained in the interview. 


This plan will give you a tailor- 
made selection technique that will 
enable you to give your pros- 
pective salesman an over-all rat- 
ing of unsuitable, below average, 
above average and superior. You 
will be able to employ a man 
with much greater assurance that 
his potentiaiities and abilities are 
such that he will develop into a 
satisfactory or superior salesman 
in terms of your own individual 
needs. This is, in my opinion, 
the scientific approach to your 
problem of selection; an ap- 
proach based upon procedures 
and techniques the validity of 
which has been definitely estab- 


lished. 








Rates Established 


Washington Bureau 
of Hardware Age 


HE Post Office Department is 

getting ready to go into the 
air parcel post business. 

Packages weighing from 8 oz. 
to 70 lbs. will be eligible for the 
air parcel service, subject to cer- 
tain size limitations. 

Post office officials hope to put 
the air service into effect by Sep- 
tember 1. Legislation authorizing 
the Post Office Department to em- 
bark on this new business service 
was sponsored by Senator Langer, 
Republican, of North Dakota, and 
Representative Rees, Republican, 
of Kansas. 

Limitations specified by Con- 
gress state that packages accepted 
for air parcel post shipment must 
weigh more than 8 oz. but not 
more than 70 lbs., and must mea- 
sure no more than 100 in. in 
length and girth combined. 

Rates are based on the eight 
existing postal zones now in effect 
for fourth-class matter. The new 
rates are as follows: 

First or Second Zones—55 cents 
for the first pound, or fraction 
of a pound in excess of 8 oz. 
plus 4 cents for each additional 
pound or fraction thereof. 


for Air Parcel Post 


Third Zone—60 cents for the 
first pound, or fraction of a pound 
in excess of 8 oz., plus 8 cents 
for each additional pound or frac- 
tion thereof. 


Fourth Zone—65 cents for the 
first pound, or fraction of a pound 
in excess of 8 oz., plus 14 cents 
for each additional pound or frac- 
tion thereof. 


Fifth Zone—70 cents for the 
first pound, or fraction of a pound 
in excess of 8 oz., plus 24 cents 
for each additional pound or frac- 
tion thereof. 


Sixth Zone—75 cents for the 
first pound, or fraction of a pound 
in excess of 8 oz., plus 33 cents 
for each additional pound or frae- 
tion thereof. 


Seventh Zone—75 cents for the 
first pound, or fraction of a pound 
in excess of 8 oz., plus 45 cents 
for each additional pound or frac- 
tion thereof. 


Eighth Zone—(for air. parcel 
post purposes, all post offices lo- 
cated in continental U.S. beyond 
the Seventh Zone)—80 cents for 
the first pound or fraction thereof 
over 8 oz., plus 65 cents for each 
additional pound or fraction 
thereof. 
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You'll see a rise in your profits when 

you sell Star... the complete line. Reason is: 
you've got a blade for every job a hack saw or 
band saw can do—and a frame to go with 

it when you handle Star. And more blades to 
offer just naturally makes more sales. You'll 
catch REPEAT SALES, too. Star’s outstanding 
cutting performance on metals, plastics, and 
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Wednesday Morning Session 


Practical 
Conservation 


As a Means of Propagating 
Wildlife and Fish Stocks 


OUTLINING operations of The Wildlife Man- 

agement Institute ‘devoted to promoting 
better management of the wildlife resources’’, 
Dr. Gabrielson emphasizes the need for under- 
standing causes of game or fish shortages before 
taking part in a program for improvement. Meth- 
ods used to alleviate one type of condition will 
not be a cure in other situations. 


By DR. IRA N. GABRIELSON 
President 
Wildlife Management Institute 
Washington, D. C. 


Many of you are un- 


doubtedly interested in the pro- 
tection and conservation of wild- 
life as sportsmen. If you are not 
interested as sportsmen, you 
should be for business reasons 
since most hardware dealers carry 
some supplies that are used in 
hunting, fishing, or camping. 
Many hardware stores are infor- 
mal sporting headquarters for 
their neighlLorhoods. 

The Wildlife Management Insti- 
ture, is by its very existence a 
practical demonstration of the fact 
that those who are in the busi- 
nesses of supplying those who seek 
recreation in the great out-of-doors 
have a vital interest in perpetuat- 
ing the stocks of wildlife and fish. 
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The Wildlife Management Insti- 
tute is devoted to promoting bet- 
ter management of the wildlife 
resources and is supported entirely 
by contributions from those who 
believe in its program. Its largest 
contributors are among those en- 
gaged in supplying outdoor equip- 
ment. The Institute has a small 
staff of fieldmen who work con- 
stantly with individuals, sports- 
men’s groups, and state conserva- 
tion departments in an effort to 
strengthen the administration, pro- 
tection, and annual production of 
wildlife resources. The _ staff’s 
primary effort is to encourage 
the application to the land, on as 
large a scale as possible, of the 
methods that we now know will 


increase the annual wildlife cr: p. 
In addition to this field staff. 


the Institute has men in Canada, 
just now, engaged in waterfow| 
work in connection with the (a. 
nadian Government, the provinces, 
the U. S. Fish and Wildlife Sery- 
ice, and Ducks Unlimited. These 
agencies are all working together 
to provide the greatest possible 
annual crop of waterfowl. 

The Institute also grants fel- 
lowships and scholarships to par- 
ticularly promising students plan- 
ning to work in the field of 
wildlife conservation. It contrib- 
utes money to certain colleges and 
universities that furnish wildlife 
management training and carries 
on a variety of educational and 
promotional activities. One of the 
means used to disseminate infor- 
mation is an outdoor news bulle- 
tin going to some 2,000 outdoor 
writers of newspaper columns and 
magazine articles. 

It underwrites and promotes the 
North American Wildlife Confer- 
ence which has grown into the 
greatest wildlife meeting of the 
continent. This conference has 
widened its scope and now in- 
cludes much more than the orig- 
inal concept of a game meeting 
and embraces related subjects of 
natural renewable resources. At 
these meetings the management of 
soils and waters which are funda- 
mental to production, not only to 
farm crops, but to wildlife and 
fish, are discussed and their inter- 
relations reported upon by men 
who have been studying in these 
fields. As a result, there is a better 
understanding in the public mind 
of the fact that those interested 
primarily in wildlife must support 
good soil conservation, good 
water management, and good for- 
estry programs if they expect to 
continue to produce wildlife and 


fish. 


More Complex Problems 


We are facing more complex 
problems than we have in the 
past in our efforts to provide a 
usable supply of fish and game. 
Constantly increasing human pop- 
ulation can only mean more inten- 
sive human use of land for a great 
variety of purposes throughout 
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this eontinent. This intensive use 
curtails the production of wildlife 
which means that there is a small- 
er and smaller amount of habitat 
capable of producing wildlife. 
Alone with this increasing popu- 
lation, a constantly increasing 
number of license sales accurately 
indicates increasing pressures on 
wildlife populations by a greater 
number of hunters and fishermen. 
These two factors, working in 
opposite directions, complicate the 
job of administering these re- 
sources. 

If wildlife management ever was 
an amateur’s game, it has long 
ago grown beyond that stage. In 
recognition of its increasing com- 
plexity, there is a growing profes- 
sion of men trained for work in 
the field. Most of these individuals 
leave college full of theoretical 
knowledge but with a_ limited 
amount of practical training. 
However, as their experience 
grows, those who have natural 
ability are developing into well- 
balanced administrators and tech- 
nicians who can provide an ad- 
ministration based on more ac- 
curate and dependable knowledge 
that has been possible in the past. 
One of the most hopeful signs 
in the wildlife picture is the great 
number of young men who are 
expecting to make wildlife man- 
agement a life work. 

Hardware dealers blanket this 
nation and, if this membership 
had an understanding of the basic 
problems and_ persistently _pre- 
sented to local groups basic ideas 
that are necessary to present-day 
wildlife management, it would 
have a profound influence for bet- 
ter administration of fish and 
wildlife resources. 


Conservation Mistakes 


Sportsmen’s organizations have 
been responsible for most of the 
past improvement that has oc- 
curred in wildlife administration. 
Unfortunately, they have also been 
responsible for many of the mis- 
takes and much of the waste of 
conservation funds because of 
pressures for bad programs. 
Sportsmen have been particularly 
guilty of wasting conservation 
funds by insisting upon conserva- 
tion departments following pro- 
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grams that cannot produce results. 
It is not often that an action in 
one community will produce the 
same results in all others. 

Among the factors that limit 
the populations of game species 
of birds and mammals are food 
and suitable cover. In addition to 
these, disease, predators, local 
climatic conditions, and over- 
shooting are sometimes direct lim- 
iting factors. Any one of these or 
a combination of any may be 
the agent that is limiting popula- 
tions. Unless that factor is re- 
moved, no program affecting other 
phases will have any beneficial 
effect upon wildlife populations. 
For example, if it is a lack of 
suitable cover, a condition which 
prevails widely in the middle west, 
no amount of predator control, 
reduction in bag limits, or plant- 
ing of food will build a larger 
game population since it is limited 
by the lack of suitable shelter. 

There are other sections where 
lack of suitable food supplies, 
close to cover, is the important 
factor. There are, of course, places 
where predators, over-shooting, or 


disease, or a combination of fac- 
tors may be the limiting agency. 
Likewise, when it comes to fish and 
fish populations, there are many 
factors which affect their success- 
ful reproduction and growth. 
Among them are water tempera- 
tures, depths of water, fluctuations 
of water levels, the amount of 
sediment or silt in the water, pol- 
lution, and over-fishing. One or a 
combination of these factors may 
be responsible for low fish pro- 
duction. It will do litle good to 
make fishing regulations more 
drastic, to curtail take or close 
seasons unless over-fishing is the 
immediate cause of low fish 
stocks. Protection by closed sea- 
sons or other limitations is often 
an important factor as long as we 
try to maintain public fishing, but 
protection in itself is a negative 
action. It can only preserve breed- 
ing stock. It cannot provide for 
an increase unless living condi- 
tions are improved for the desired 


species. 
Predator Control 


Two frequent programs that are 
mistakenly advanced by sports- 
men’s groups arise from a popular 
belief that predator control or 
artificial propagation and_stock- 
ing, or a combination of the two, 
can solve all problems. Either will 
produce beneficial results if they 
happen to be needed, but there 
are places where neither will help 
build usable wildlife populations. 
It is a mistake to advocate such 
programs unless sound informa- 
tion indicates that predation or 
lack of actual breeding stock in 
habitat suitable for that species is 
restricting populations. I spent 
many years studying predator con- 
trol problems and supervising 
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“Often entirely too much attention is given by sports- 
men's groups to the questions of bag limits, open seasons, 
and so forth, and not enough to environmental improve- 
ment. There has been less public understanding as to meth- 
ods of improving fisheries than there has developed for 
upland game. However, it is important that sportsmen's 
groups attack fundamental problems rather than waste their 
time and energy on minor matters." 


AA 
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control programs and in some 
cases predators were the immedi- 
ate factor in holding down popu- 
lations of desirable species. When 
that was the case, removal of the 
predators or a reduction in their 
numbers was quickly followed by 
an increase in game. When it was 
not a factor, all the predator con- 
trol work that could be done had 
little or no effect upon the popu- 
lation of more desirable forms. 
Likewise, planting 
reared birds, mammals, or fish in 
habitat that is already stocked to 
the limit of its carrying capacity 
or placing them in habitat that is 
entirely unsuitable for the species 
being handled, is a sheer waste 


artificially 


of money. 

Many states are paying bounties 
on various predators because of 
sportsmen’s demands, Yet, no stu- 
dent of predator control by pay- 
ment of bounties has ever found 
convincing evidence that _ this 
method has had any effect on 
predators. Predator effects on 
game suppliers are usually com- 
paratively local. It is seldom that 
they are state-wide. Therefore, a 
state-wide bounty on predators is 
a loose and ineffective way of 
getting control where it is actually 
needed. Organized predator con- 
trol, in areas where actual damage 
to game is occurring, will get far 
more results for less money. 


Bounty Weaknesses 


Bounties, as a means of preda- 
tor control, have two fatal weak- 
nesses. First, there is always a 
certain kill of predators in every 
community. Many predators are 
furbearers and are taken by trap- 
pers. They also prey on domestic 
poultry and livestock and are 
killed at every opportunity by 
farmers and livestock operators. 
Whenever a bounty is placed upon 
these animals, the bounty will 
normally be collected on those 
killed by these groups. As an ex- 
ample, a check made in New York 
State revealed that some 50,000 
foxes were taken in an average 
year by fur trappers and farmers. 
In other words, bounties would 
have to be paid on 50,000 and one 
foxes before the first additional 
fox could be credited to the op- 
eration of a bounty, since a bounty 
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would be effective in reducing 
predators only if it actually in- 
creased the kill over that which 
normally takes place. The eco- 
nomic fallacy of bounty payments 
is obvious. 

The second great defect in a 
bounty system is the widespread 
fraud that can occur. No bounty 
large enough to be attractive has 
yet been paid that did not result 
in the payment of predators taken 
in far distant communities. There 
are men who make a profitable 
business of collecting fraudulent 
payments. In fact, the more in- 
genious ones sometimes manage 
to collect several bounties on one 
predator. I urge that you do not 
support any scheme which _ in- 
volves a widespread bounty on 
predators or any proposed preda- 
tor control unless there is definite 
evidence that it will produce more 
game. No game department has 
money enough to do the impor- 
tant jobs necessary to produce 
game and fish for the constantly 
increasing number of hunters and 
fishermen. Therefore, any waste 
of funds because of sportsmen’s 
pressure simply reduces the pos- 
sibility of more constructive 
work. 


State Game Units 


Many state departments are op- 
erating huge game farms and re- 
leasing pheasaats and quail, and 
sometimes other species, in terri- 
tory that cannot possibly support 
or sustain that particular type of 
bird. Sportsmen are naturally in- 
clined to support great propaga- 
tion programs because they are 
rather spectacular and easily ob- 
served. They have value only when 
there is suitable habitat that is 
not fully used by the desired spe- 
cies or where new habitat has been 
developed that needs stocking. 

In connection with stocking 
programs, one point needs contin- 
ual emphasis. Stocking ahead of 
the guns helps provide shooting 
for clubs or individuals able to 
carry on such a practice without 
considering costs. Similar pro- 
grams are frequently urged upon 
state game organizations. The im- 
possibility of such a_ practice 
should be evident to anyone who 
compares the cost of producing 


planting stocks with the license 
fees which generally provide the 


only income available for al! 
wildlife management efforts. 

The intensive development o| 
agriculture, particularly in the 
better farming lands, stimulated 
by high prices and war demand 
for more food, has destroyed much 
of the natural cover that former], 
existed in agricultural sections. 
Fence rows if still present are 
narrower; in many cases_ the 
fences have been removed in the 
effort to plow the last available 
furrow of land. Bits of land that 
were too wet or too poor to be 
farmed under normal conditions 
have been plowed and planted into 
crops as a worth-while gamble 
that would pay off if it produced 
one crop in three. No person ex- 
cept those who have watched the 
continual encroachment of inten- 
sive agriculture on these bits of 
cover, particularly in the Missis- 
sippi Valley pheasant range, can 
have any conception of the drastic 
reduction in suitable winter cover 
that has occurred. This reduction 
of cover greatly limits the future 
production of birds. Similarly, 
more intensive cultivation has re- 
sulted in the destruction of much 
cover or food or the suitable com- 
binations of the two that make it 
possible for quail covies to exist. 

These conditions are widespread 
over the agricultural sections and, 
therefore, efforts to restore food 
or cover where needed will pro- 
duce definite results. If food or 
cover are not lacking, any restora- 
tion project will be a waste of 
time. 


A Big Opportunity 


Just at present there are many 
areas where organized soil con- 
servation districts are in action 
to provide better land manage- 
ment. Sportsmen and state con- 
servation departments have an 
opportunity, never before avail- 
able, to work with these districts 
and help provide suitable food 
and cover plants for use in areas 
that should go into permanent 
vegetation. Such work is not spe 
tacular, but each bit of suitable 
quail habitat restored means ai 
additional quail covey year afte 
year. Similarly, additional winte: 
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cover for pheasants means the sur- 
vival of-a greater breeding popu- 
lation and consequently a chance 
for a better crop of pheasants. 
Development of farm ponds as a 
part of soil and water management 
offers additional opportunities to 
develop upland game cover about 
their margins as well as a chance 
to provide for fish and waterfowl. 

Similar activities are possible 
‘n efforts to improve fishing. Often 
entirely too much attention is 
civen by sportsmen’s groups to 
the questions of bag limits, open 
seasons, and so forth, and not 
enough to environmental improve- 
ment. There has been less public 
understanding as to methods of 
improving fisheries than there has 
developed for upland game. How- 
ever, it is important that sports- 
men’s groups attack fundamental 
problems rather than waste their 
time and energy on minor matters. 
For example, if a stream is pol- 
luted, no amount of management 
or no amount of regulation can 
make it more productive. The re- 
moval of the source of pollution 
is a necessary first step in making 
such waters produce. The reduced 
productivity may be due to domes- 
tic sewage, industrial wastes, or 
just plain silt in excessive quanti- 
ties. Any one of these will have 
harmful effects. 

Those interested in wildlife are 
recognizing more and more that 
the production of fish and wildlife 
is closely interwoven with soil and 
water management, with good 
forestry, and good range manage- 
ment. Wildlife interests have a 
real interest in all such programs 
for they vitally affect for good or 
evil the populations of wild crea- 
tures, 

You, as individuals, can help to 
insure an opportunity for the 
production of fish and wildlife by 
supporting sound programs in 
these related fields. Specifically in 
the wildlife field, you can help 
in your community In. getting 
sound programs started by, first; 
find out what is needed by the 
assembling of sound factual in- 








formation. Most state game de- 
partments have technicians avail- 
able to help determine these 
factors. Second, help turn sports- 
men’s interest and effort into 
sound productive projects. 
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McKINNEYS 


FORGED IRON HARDWARE 
Complete FRONT ENTRANCE DOOR KIT 


Here it is—Kit No. 24 consisting of 

@ 20” x 24” Display Board DB#7 as illustrated above. Samples 
are mounted on the board, as shown... FREE. 

@ 3 complete sets of front entrance door hardware including 
lock and trim for both inside and outside. 

@ The Heart design is the most popular of all early Amencan 
patterns. It is ideal trim for the currently 
favored Ranch type home. 











Resale Val f Ki ; 
<a $92:70 





a. Order Now—Your Jobber Can Make 
; nd | Prompt Delivery 





COMPANY 


MANUFACTURING 


PITTSBURGH 12, PENNSYLVANIA 

































63 





Thursday Morning Session 


It Takes A Plan 


And A Little Bit More 


THe most important part of his business is man- 
agement, says Mr. Miller. He believes that to 
manage any retail hardware store doing a half 
million dollars a year is a tough job that does not 
leave much time for anything else. In his talk, Mr. 
Miller tells how his business is run to hit that 


volume mark. 


By RAYMOND L. MILLER 
Forest Grove Hardware, 
Forest Grove, Ore. 


Two years have passed 
since I stood on this platform at 
Chicago and told you of “My 
Plans for Increasing Sales in the 
Post War Period.” 

During those two years I have 
taken a complete course in busi- 
ness administration, sales promo- 
tion, mob psychology, employee- 
employer relations, in fact, any 
phase of business management 
that you can imagine. In fact, 
not only has it been a complete 
course in all the management 
problems, plus a post graduate 
term in addition, but I have had 
a double shift of such things as 
janitor work, warehouse closing, 
and delivering. 

In Chicago, I told you of my 
plans to build a $49,000 retail 
hardware business into a yearly 
volume of $250,000. You will re- 
member that all during the war 
we laid the plans for this change 
and discussed for about one hour 
just the way this increased volume 
was going to be gained. 

In one hour a plan was deliv- 
ered that was gone over in every 
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detail many, many times so that 
there would be no chance of a 
slip-up. It is true that many of 
the theories were untried because 
I could not find hardware dealers 
who were willing to take the pains 
to record information of a com- 
pletely departmentalized store 
keeping. 

There is little doubt in my mind 
that most of you put me down in 
your minds as a bit on the brag- 
ging side. Well, for the pleasure 
of that group and for the educa- 
tion of the balance of you, I am 
back here today, to give a frank 
accounting of my successes and 
failures in that plan. 

I guess that we had better begin 





RAYMOND L. MILLER 


when our new store _ started. 


We were to have been in by July 


1, 1946. Merchandise was _pur- 
chased and on hand. We had an- 


ticipated a rather successful open- 
ing and were rather loaded beyond 
our current abilities, figuring on 
a quick turnover with the sale. 
July lst ran into August Ist, then 
September Ist, then October Ist, 
then November Ist, and finally on 
the 13th day of November, 1946 
we opened our new store. 

It was a tremendous success in 
every way. You have heard of our 
damp weather in Oregon, but old 
Jupe was with us. Thursday, Fri- 
day and Saturday were our sale 
days and it was bone dry all the 
time until about 15 minutes after 
we closed Saturday night, when 
it started to rain. 


Opening Event 


During our opening event we 
did not miss any opportunities 
to promote the new store. Orchids 
were presented to every 500th 
woman that entered the store; 
pocket knives to every 500th man; 
and there were grand prizes of all 


" Ww 


If your business should fail, you cannot blame any- 
one but yourself. If it succeeds, the majority of the credit 


belongs to your organization. 


This you must do for your organization: put in a 
pinch of inspiration, a dash of imagination, and a very libs 


eral helping of enthusiasm. 
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Ask the next 100 farmers who come into your store if they have a water seepage 
problem... 


You will find that many of them have silos, hog pens, potato cellars, dams, cellar 
walls, dairy barn walls, graineries, or some other masonry wall that leaks 
water... 


They may wonder why you asked the question... 


lf they ask you why . . . you are on your way to make a nice profit . . . because 
you can tell them how to solve their problem . . . 


That is . .. if you know how well their problem can be solved with Kay-Tite Primer 
and Kay-Tite ... 


lf the farmer's wife is interested . . . there is a choice of white or 8 different colors 


of Kay-Tite... 


For more than 20 years hardware dealers in rural districts have been answering 
the farmers $64.00 question with Kay-Tite and making $64.00 themselves .. . 


Ask Your Nearest Distributor 
or write us—if you do not 


stock Kay-Tite 


KAY-TITE 


COMPANY 


WEST ORANGE, N. J. 
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kinds. If we had hand-picked the 
ones to win the prizes, we could 
not have done better. We had a 
half-hour broadcast from a Port- 
land radio station and the men 
who came out to the store were 
so surprised at what they saw that 
we not only had the half hour, 
but they plugged us for a full 
hour after that at no charge io us. 


12,000 Visitors 


Approximately 12,000 people 
went through our new store in 
three days and our sales volume 
was equally as good. It justified 
all our hopes and plans. Our 
crew worked like beavers and 
were most cooperative in doing 
everything that could be done for 
the success of the event. We went 
home Saturday night contented. 

I can truthfully say that if 
there was a single thing left un- 
done in the promotion work and 
the breaks that we received on our 
opening, it has never occurred to 
me, even after all this time. We 
were very gratefully received and 
accepted by the community as a 
whole and we certainly felt very, 
very happy about the whole thing. 

Then, as usual, came the ““morn- 
ing after!” Our remodeling that 
was to have cost us $12,000 ran 
over $25,000. Our fixtures that 
were to have cost us $5,000 ran 
over $15,000. In addition to all of 
this, our inventory kept climbing 
and climbing and climbing. It is 
true that our sales were climbing 
all the time, but we soon came to 
the realization that it was possible 
to buy more merchandise, make 
more sales, have more profit 
and go broke doing it. 

With this realization, it became 
apparent that we must level off 
our sales volume and try to let the 
tailend of the dog catch up with 
the ears. This was a fine deduction 
and it was the correct thing to do, 
but, try and do it. 

I went into this plan with sev- 
eral definite ideas about what I 
could expect in the way of hard 
work. Remember that I was going 
into my 23rd year in a hardware 
store and should have known 
more than I did about naany of 
the pitfalls that were constantly 
in front of me. 

Some of these ideas were: 
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I knew that there was no magic 
formula for success in retailing. 
Stores were not run on a 48-hour 
week. However, I did think that 
it was possible to hire the type 
of men that would take the major- 
ity of this load off my shoulders. 

Another, somebody would be 
buying hardware from some other 
person for a long, long time to 
come and we would have to fit 
our organization into the picture. 

Finally, that all the average 
customer coming into our store is 
interested in is: Good merchan- 
dise, at a fair price, with a rea- 
sonable amount of good service; 
not the best of quality in all lines, 
but merchandise that would give 
value received in whatever test 
it would be put to; not the low- 
est prices and certainly not the 
highest prices, but a consistent 
range of prices that would stand 
up with competing firms and not 
be too far removed from mail 
order prices; not the kind of 
service that is so gushing that it 
embarrasses the customer, but 
good, courteous help by compe- 
tent, neat, and informed sales 
people. 


Some Exceptions 


Upon these premises we hoped 
and planned to build a sound 
volume of business. I still believe 
in their soundness, but not even 
by now, have I been able to get 
our entire organization to work 
that way. 

I have been rambling all 
around the block but now let’s 
get down to the’four important 
parts of any organization and 
discuss them in order: 

1. Sales personnel, in fact, all 

personnel 

2. Merchandise 

3. Promotion and advertising 

4. Management. 

Personnel: Remember that the 
majority of my time two years 
ago was taken up with telling 
you about our organization. The 
very best men and women we 
could get were to run our organ- 
ization and do it in a very smooth 
way. I told you that we would 
get better than the average type 
of employee, pay them better 
than the average wage, plus a 


honus, and that we would get 
better than the average job done. 
Well, that is a very good idea 
but it won’t work. You can get 
the best men in the world but, if 
they do noi have the experience 
and the “feel” of a hardware 
store, you're sunk. Coming to this 
realization was a very hard blow 
for me and it came in a very 
peculiar way. Of all our crew 
of approximately 18 people at 
the time we opened, we had only 
one really experienced person and 
she was the manager of our 
housewares department, Mrs. 
Myers. She was the first to leave 
us and we were faced with no 
experienced help until over a 
year and a half later when Mr. 
Ward, my former partner, came 
back from the service and started 
to work for us. He had been on 
the floor only two hours before 
I realized what I had been miss- 
ing all these years, experience, 


All Good Workers 


Do not think that our help all 
turned out badly. They were darn 
swell people and good workers, 
but were not cut out to be retail 
men and stand the every day, 
day after day, month after month, 
year after year pounding it out 
on the floor that is so essential 
to a good hardware man. 

Of our original five mainstays, 
not a single one is on our staff 
today, and each one left of his 
own free will for what he thought 
was a better position, and which 
has so far turned out to be just 
that for them. Yet, there were 
salaries in this group that would 
run over $5,000 per year. In each 
case, we have employed people 
to replace these men at a con- 
siderable saving in salary and a 
better job is being done. I was 
definitely wrong on my plan for 
the sales people, yet we have some 
of our key men today whom I 
gave little chance for two years 
ago. There is no substitute for 
steady work and honest interest 
in the success of the employer. 

You have heard many discus- 
sions on sales incentive plans, 
bonus plans, or whatever you 
wish to call them. Pete (Rive 
Peterson) will shoot me for mak- 
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ing the remark that is coming 
up, but’ in our case they fell flat. 
I feel that the main fault was 
mine. Bonuses were paid in good 
months but when the slack months 
would come and there was no 
bonus, the employees could not 
understand why. Incentive plans 
may be all right but not in my 
organization. I do not believe that 
any blanket plan can be worked 
out to cover all employees on a 
fair and equitable basis in pro- 
portion to their abilities and de- 
sire to work. There are many mer- 
chants. far more successful than 
I, who disagree with me, and I 
hope they can offset my failure 
on this type of sales work. 


Departmentalization 


Merchandise: With but one ex- 
ception, we have continued with 
our merchandise just as we had 
planned it. 

Dept. No. 1: general Hardware, 
tools, builders hardware, shelf 
goods, plumbing, and electrical 
wiring supplies. 

Dept. No. 2: paints, roofings 
and supplies that go with this 
material. 

Dept. No. 3: auto accessories. 
We were to have a complete auto; 
motive department but this flop- 
ped. We tried several different 
ways but, in order to sell tires 
and batteries, you must install 
and service them. This business 
belongs to the service stations 
in a small town and not the hard- 
ware stores. This was our big 
change. 

Dept. No. 4: sporting goods. 
We have in charge of this depart- 
ment a man who has been’ with 
us since early Fall of 1946. He 
is a local boy and a sports enthu- 
siast. He would rather fish than 
do anything else, excepting per- 
haps a hand or two of poker, and 
has consistently turned in one of 
the best jobs, in fact probably 
the best departmental job in the 
store. I still insist, that in sport- 
ing goods, you must have a 
sportsman to. make the sales. May 
I remind those of you who were 
there two years ago about a few 
lines of my talk. | mentioned a 
young man who worked for us 
during the winters while resting 
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Threaded Fasteners 
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Yes, TRIPLEX gets the call wher- 
ever the going is tough. For manu- 
facturers have learned to depend 
on TRIPLEX for toughness. You'll 
find TRIPLEX Threaded Fasteners 
on all types of heavy, mechanized 
equipment. They hold tighter, 
longer, no matter how tough the 
job. Uniform accuracy, and free- 
running threads go with this rug- 
ged, dependable holding power. 
That’s why TRIPLEX more and 
more frequently gets the first call. 


Write for complete TRIPLEX cat- 
alog and convenient desk chart for 
easy ordering. Send your request 
today. 


THE TRIPLEX SCREW COMPANY 


5317 GRANT AVE. * CLEVELAND 5, OHIO 


THREADED 
FASTENERS 









from his work as a player in the 
Coast League Baseball season. I 
remarked that someday you 
would hear of him in the Majors. 
Remember the name? Larry 
Jansen, pitcher for the New York 
Giants. 

Dept. No. 5: farm equipment. 
No changes but just as we had 
planned: milkers, dairy supplies, 
fencing, barn equipment, irri- 
gation supplies, ete, but no 
machinery. 

Dept. No. 6: appliances. We 
have made our department just 
what we planned but who has 
been able to balance any kind of 
an inventory in this part of their 
business? We are making fprog- 
ress and I can say that it is 
working out just about the way 
we hoped. 

Dept. No. 7: housewares. gifts 
and toys. This is a beautiful de- 
partment and with the appliance 
department takes the entire down- 
stairs 50 by 100 floor of our 
store. We have an inventory prob- 
lem here, but we also have a very 
competent staff, headed by a lady 
who was taken on as a 30-day 
temporary employee and has 
turned out to be a pillar of loy- 
alty. This department is my pride 
and joy and has had a great deal 
to do with our popularity in the 


community, 


Hobby Supplies 
Dept. No. 8: hobby, bikes and 


photo supplies. Remember how I 
bragged about the hobby dept. 
and how it was a must for every 
store? Well, I let one man talk 
me out of it because we were not 
willing to learn about the hobby 
supplies. We sold it out and 
within two months the very man 
who persuaded me to give it up 
was to leave us for greener pas- 
tures. This was a terrible mistake 
and I should forever be kicking 
myself for such a foolish move. 

Dept. No. 9: service. You will 
recall that I stressed this part of 
our business at great length. 
Whatever I may have said, was 
not enough. The past two years 
have proved to me that this part 
of any business is even more 
important than we ever thought. 
We have muffed this department 
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very badly but are getting it back 
on its feet now, and it will be a 
great sales getter for us. 

That is a cross section of our 
inventory and departments. We 
shall continue to increase the 
items and services within their 
scope and we know now full well 
that our business will grow pro- 
portionately. 

May I mention a couple of ideas? 
Try giving away free balloons to 
any child accompanied by a par- 
ent. We gave out over 2,000 one 
day and our name was all over 
the county. Do you have a Santa 
Claus? We have a very good one 
and he presents a definite prob- 
lem because so many people come 
to see him that we are blocked 
for several hours each day with 
the crowds. Did you ever notice 
how women like to shop in places 
that are crowded? Try it someday 


and see, 


Counting Traffic 


Suffice it to say that we have 
made actual counts on several 
different days to find weekdays 
with over 1,000 customers a day 
and Saturdays with 2,400. A 
month in which we average 400 
rings a day is not uncommon. 

Promotion and advertising are 
just as essential to a business as 
the very merchandise which you 
seek to sell. 

Management: The last part of 
any business and by all means 
the most important is manage- 
ment. Under this heading we will 
discuss a varied group of things. 

In our officé managemeni we 
had planned on a man doing this 
and the credit work, but there 
was an overlapping of duties be- 
tween him and myself. We now 
have two girls doing a better job 
than we did. Our records are 
accurate and well kept. One girl 
acts as credit manager and does 
a very conscientious job of it. 

There must come a time in the 
life of every man when he should 
go into a dark room and hold a 
very secret and private talk with 
himself, and discuss in a frank 
way his own shortcomings. I 
would very heartily recommend 
this to each of you. It is a bitter 
thing to do, but you will come 
out a much wiser man, 


If your business should fail, 
you cannot blame anyone but 
yourself. If it succeeds, the ma- 
jority of the credit belongs to 
your organization. You must plan 
for every contingency and act of 
God. If you do not, then you are 
a bum business man. If you buy 
too heavily and the market runs 
short, you are a smart cooky; 
but if you buy long and the mar- 
ket is plentiful of what you 
bought, you’re a duminy. These 
things you cannot escape. 


Admits Own Errors 


I can honestly tell you that 
the majority of our troubles dur- 
ing the past two years were 
caused by mistakes that I made. 
I should have known that an 
organization cannot live as one 
big happy family. I should have 
known that no matter how many 
people are hired, there are certain 
tag ends that the manager himself 
must look after. I should have 
known that the majority of peo- 
ple having a complaint expected 
to be able to talk to me. I should 
have known that you cannot put 
a damper on a rising sales vol- 
ume and expect to stop it in an 
orderly way. I should have 
known that men with no experi- 
ence in a hardware store cannot 
see the over-all vision and work 
many years to that goal. I should 
have known that an auditor would 
not get the necessary material 
out at a crucial moment so as to 
enable me to get badly needed 
extra capital and thereby throw 
me into a tailspin that nearly 
sank me. I should have known 
that adverse weather and floods 
would hold back a season for 
six weeks and tie up an unusualls 
heavy inventory. In fact, I should 
have known that to manaze a 
retail hardware store doing a hal! 
million doilars a year is a darned 
tough job and does not leave 
much time for anything else. We 
did in two years what we should 
have devoted 10 years to do. 


In closing may I repeat what 
[ said at Chicago: Put in a pinch 
of Inspiration, a dash of Imagina 
tion, and a very liberal helpin 
of Enthusiasm. 
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The Importance of Credit Control 


does against us. The secret of their 
success lies in “investigate before 
you invest”. 

' I am not advocating that we 
slash terms but I do emphasize 
that the time will come again, and 
it may be sooner than we think, 
when business will need easier 
terms as a sales producer. Some 
of us even now have high inven- 
tories on certain items. It some- 
times becomes a credit man’s duty 
to get rid of the merchandise at 
the best terms he can get, but 
he must sell it. 

Because there has been plenty 
of cash in circulation the past 
five or more years, we have some- 
how gotten the notion that the 
former poor credit risk, who could 
safely be given some credit during 
extreme prosperity, will continue 
to remain good pay. I believe it 
is absolutely necessary that we 


(Continued from page 45) 


screen every credit customer care- 
fully, because the boys who used 
to be slow pay in the old days 
will be the first accounts to go 
“sour” when living costs go still 
higher and the going gets tougher. 


Easier Terms 


Many of you have asked your- 
selves, what should we do if our 
sales volume should suddenly 
drop off? Should credit terms be 
liberalized accordingly? If the 
drop in sales is due to general 
economic conditions, in which the 
bottom literally drops out of 
wages and prices, easier terms will 
not bring any permanent help to 
sales. Sure, easier terms or no 
terms at all may clear the mer- 
chandise off your floors but it will 
not insure your receiving payment 
for it. If your customers have no 


cash and no prospects of getting 
any, then unreasonably easy credit 
amounts to the same thing as giv- 


ing the goods away. 


Those of you who do not now 
figure your monthly collection 
percentages should get into that 
habit right away. It is very simple 
to do and yet it gives you an ac- 
curate month to month picture 
and a comparison as to just what 
is happening to your accounts. 
The worst that should happen to 
collections the balance of 1948 
is the return to prewar averages. 
Personally I believe that they will 
stabilize at higher than prewar 
levels, because customers for the 
most part are now better disci- 
plined toward paying their bills 
on time than they were then. This 
will depend to a large extent on 
how fast and how effective a col- 
lection procedure we follow. 








BEST SELLERS BECAUSE THEY’RE BETTER BUYS! 


THE NEW 


UNION Watertite 
UTILITY CHESTS 


No low-cost utility chest-tackle box . . . in fact, no such chest at 
any price... ever had so many exclusive design and construction 


advantages as these new waterproof Union models. For example: 


* “WATERTITE” CONSTRUC- 
TION .. . full-drawn, seamless, 
round corners, perfect cover fit. 
RETURNED EDGES. . . for 
extra strength and rigidity; no 
raw metal to injure hands or 
contents. 


e CANTILEVER TRAYS ... 


raising cover automatically gives 
full visibility and accessibility. 


¢ TAPER-TOP STYLING .* 


cover has embossed stripe for 
strength and beauty; boxes wider 
and shallower. 


Add nickel-plated Spill-Proof key locks and sturdy matching bolt catches, 
hard-baked Forest Green enamel, famous Union quality throughout, 
plus low price and it’s no wonder everyone who needs or wants a service 
kit, tool box, cash box or tackle box buys Union ‘“Watertite” on sight. 
Get them on your counter for volume and profit; order a trial dozen of 
both single- and double-tray models from your Jobber. Write for litera- 


. NOW! 


ture and prices . . 


STEEL CHEST CORPORATION 
Le Roy 1, New York 





Double-Tray 
Modei No. 5414 
Size: 1444” x 744", 

7” deep 








Single-Tray 
Model No. 5314 
Size: 1444” x 7Y4”", 

6” deep 
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Leadership As A Transition Tool 


(Continued from page 38) 


an aggressive sales promotion pro- 
gram_ with advertising, 
display and salesmanship. 


In planning your merchandis- 


proper 


ing program for tomorrow's mar- 
ket don’t overlook the fact that 
hardware stores are traditionally 
service stores. Most hardware men 
are mechanically inclined and 
service-minded. It has been said 
that an appliance is only as good 
as the service behind it. Cus- 
tomers learned this lesson during 
the war when their off-brand ap- 
pliance stopped working and there 
was no service available. In the 
future, I believe Mr. and Mrs. 
Consumer are going to hesitate 
before buying major appliances 
from a store that does not have 
service to back up its merchan- 
dise. 

In selecting service men, the 
hardware dealer should look for 
high grade individuals who can 
be trained along new types of 
service. In the old days anyone 
could install a cast iron cook 
stove but now it takes a specialist 
to install a modern electric range. 
Such employees should be trained 
to sell as well as service. Many 
sales have been made from pros- 
pects turned in by a service man 
who found the sales opportunity 
during a service call. 


Service Department 


And in planning your service 
department remember that modern 
merchandise can not be serviced 
with a screw driver and a monkey 
wrench. A well equipped shop 
with tools and testing equipment 
is necessary to turn out a proper 
job. In your newspaper advertis- 
ing, give this department the pub- 
licity it deserves and include the 
word “Service” in your sales pro- 
motion slogan, 

I have always believed that 
there is room enough in the busi- 
ness world for us all and hard- 
ware retailing is broad enough in 
the lines offered for sale for each 
of us to pick a line which others 
in the community do not feature. 
Take this line and broaden it un- 
til you have developed an out- 
standing department in both sales 
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and service. The line can be al- 
most any that will give your store 
enough ‘volume to make it profit- 
able. 

For successful operation all 
these factors that I have men- 
tioned finally sum up in just two 
words Good Management. Peo- 
ple often wonder why one store 
in a community prospers while 
its competitors fail to do so. The 
answer, usually, is in manage- 
ment. A good location, the best 
set of records, the best salesmen 
that can be employed, or the best 
sales help that can be used — 
all are important but still there 
must be a man behind this to 
make the business go. 


Years of Training 


Good management is not some- 
thing that can be bought as you 
would a fixture or a bill of goods. 
It takes years of training, expe- 
rience, hard work and leadership. 

The manager of an independent 
retail store directs the destiny of 
his own business, serving a pub- 
lic in which he is one in common 
with his customers. 

He must lead as well as in- 
spire the sales force he has se- 
lected and instructed. He, must 
study competition and shape his 


own business policies to meet the 


conditions with which he is con- 
fronted. 

He must learn that he can not 
do all the work around the store 
himself and must delegate respon- 
sibilities. to others, both to de- 
velop them and to give himself 
time for major activities as well 
as to enjoy his family and to 
take part in worth while com- 
munity projects. 

The good manager of a retail 
hardware business is keenly con- 
scious of the heritage that has 
been handed down to him. Hard- 
ware is one of the oldest, most 
essential and most substantial of 
businesses. It was the hardware 
man who sold the axe _ which 
cleared the forest so the pioneer 
could build his home. He sup- 
plied the hammer and saw and 
other tools with which the home 
was built. He supplied the plow 
which broke the virgin soil so 
the pioneer might grow the food 
necessary to his life. He sold the 
gun or rifle which protected this 
pioneer and which also was the 
means by which he brought meat 
to the family table. 

Through the 
has played its important part in 
the further development and re- 
finement of our nation and the 
hardware man has always been 
a respected leader in his com- 
munity. 


years hardware 
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Mrs. Neil Cochran, Snohomish, Wash., wife of the president of the North 

Coast Retail Hardware Association, is wearing the coat which made the 

convention guests conscious of the fact that Seattie wants to play host in 

1950, Rivers Paterson, left, President Young and President-elect Hill receive 
Mrs. Cochran's invitation. 
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re NOW DOING BUSINESS 


ov IN OUR NEW MODERN HOME 


| so 
food 
‘a Retailers visiting Chicago are cordially invited to in- 
this 
the spect our new home, just outside the north city limits, 





mont in the southwest corner of the city of Evanston. 


vare In this great streamlined structure, with the most 
t in “ 
modern mechanical equipment for merchandise hand- 


re- 
toe ling, we are organized and equipped to serve you 
om- speedily and efficiently. 

This fine new building is visible evidence of our 
leadership and of our success in meeting the needs of 
American retailers through ninety-three years of con- 


scientious service. 


HIBBARD, SPENCER, BARTLETT § (Co. 


2201 W. HOWARD STREET + EVANSTON, ILLINOIS 
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Inexpensive Advertising Ideas You May Have Overlooked 


Here are some inexpensive but effective ideas which 
can be used in supplementing a regular advertis- 
ing program. Each of them has been used successfully 


M ANY hardware dealers 


know and utilize the standard ad- 
vertising media and procedures. 
They will run a newspaper adver- 
tisement once or twice a week. 
They will promote their activities 
with frequent commercials on the 
radio. They may distribute syste- 
matic direct mail pieces. Even 
outdoor signs may carry their 
messages. These are standard pro- 
cedures. They are known, efficient 
and volume producing. 

However, it is well known that 
some hardware dealers are over- 
looking many advertising oppor- 
tunities. Strangely enough, these 
ideas are obvious, so obvious that 
they are missed and neglected. 


Some Suggestions 


The following are a list of sug- 
gestions, some of which may be 
in use by a number of readers. 
However, some may sound new and 
refreshing. If utilized, they will be 
found to be inexpensive and 
effective. 

1. Use advertisements as pack- 
age inserts. Reproductions of 
your current advertisements can 
be obtained very reasonably. These 
ads, when placed in every pack- 
age that leaves your store, serve 
as a reminder to customers. In 
addition to newspaper ads, printed 
circulars can’ be — successfully 
adapted as package inserts. They 
have been especially effective 
when offering special buys, events, 
sales, etc. 

2. Design and use a “promo- 
tional” letterhead. Every etter 
you mail can advertise your store. 
It should display your name to 
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By IRVING SETTEL 


Advertising Manager, 
Concord's, Inc. 
Instructor of Advertising 
Pace Institute, New York City 


every recipient. Consequently, it 
is a wise procedure to design a 
“promotional” letterhead. Be sure 
that your letters contain an appro- 
priate “logotype”, large and read- 
able. You might even include a 
slogan if you have one. This also 
applies to envelopes. As a matter 
of fact, the envelope can carry a 
small but complete institutional 
message. Its effectiveness lies in 
the fact that many people may see 
it before it reaches your corre- 
spondent. It can be a_ business 
building advertising medium. 

3. Print your store name on all 
boxes, wrapping paper and cartons. 
Your name on all wrapping and 
packing material will be effec- 
tively displayed before the public. 
The buyer of the items sees it 
when he makes his purchase and 
again in his home. As he carries 
the package in the street, passing 
potential customers may see it too. 

4. Print your name on all price 
tags. Let window shoppers and 
store shoppers know that you are 
offering the excellent buys dis- 
played. Keep reminding them by 
having your name displayed on 
each and every price tag used. 

5. Print up and sertd inexpen- 
sive envelope inserts. With every 
bill, with every check, with every 
letter that leaves your store, send 
a short advertising message. Let 


, ¥ 


Part 25 


buyers and sellers alike know that 
you have the “very best buys in 
town.” Inexpensive inserts should 
announce policy, sales, special 
buys, etc. They should contain 
little copy. If possible, a picture 
should be included. 

6. Reach residents of rural 
routes with special post card 
mailers. It is often difficult for an 
advertising message to reach cus- 
tomers living in outlying districts. 
It is possible that your local news- 
paper is not distributed that far 
out. Your radio doesn’t always 
reach every small area. Conse- 
quently, there is a large audience 
which is not getting your advertis- 
ing message. It is possible to reach 
these potential customers by means 
of a simplified method of mailing. 


Rural Route Box Holders 


The Post Office Department has 
made available a method of reach- 
ing all rural route box holders. 
Under this system, it is not neces- 
sary to include names, box num- 
bers or route numbers in _ the 
addresses. Instead, the designa- 
tion “Rural Route Box Holder” 
together with the name of the post 
office and state, or the word, 
“Local” is sufficient. This uniform 
address can be printed on the en- 
velope or post card, when origi- 
nally prepared. 

These mailing pieces will be dis- 
tributed to the rural route box 
holders by postal carriers. One of 
each will be dropped into each 
box. Hence, all box holders will 
receive a copy of your messag‘ 
There is no name and address 
necessary. 
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The Post Office requires that 
each mailer be addressed in a uni- 
form manner, as follows: 

Rural Route Box Holder 

(Post Office and State) 

or 
Rural Route Box Holder 
Local 

These mailing pieces must be put 
into bundles of 50. Each bundle 
must be carefully marked with 
above designation. Further infor- 
mation can be obtained from your 
local post office. 

This method has eliminated two 
big items in mailing costs. It is no 
longer necessary to address each 
piece separately as previously. 
Accumulation or purchase of a 
mailing list is omitted. A great 
saving can be afforded as a result. 

7. Use the classified ad section 
to push merchandise. Many hard- 
ware dealers have built up suc- 
cessful volume by advertising in 
the classified ad section. An effec- 
tive practice is to run about four 


or five ads per week. Scatter them 
throughout the classified section. 
Make each one a real special. It 
will get good readership and con- 
sequently, business. 

8. Use your telephone to adver- 
tise special sales. A personal tele- 
phone call can do an excellent 
job of informing your customers 
about special sales. Spending a 
few hours each day in advance of 
the event, will pay off in huge 
dividends of heavy store traffic. 

These methods, of course, can- 
not supplant your main advertis- 
ing. They cannot ever take the 
place of newspaper or radio pro- 
motion. Instead, they should be 
used in addition to what you are 
doing. The cost will be small but 
if carefully handled, the results 
will be gratifying. Naturally, it is 
not possible to use all as men- 
tioned. However, merchants should 
choose the idea they like best and 
adapt it to their own individual 
needs. 





Paint Sales Show 15 Per Cent Increase 
(Continued from page 27) 


is 10 to 15 per cent over the same 
period last year. Radio and news- 
paper advertising tell the story of 
the store and its wares. 

As to sales methods, Ted Brazell 
says, “We just sell people what 
they need and try to sell them the 
proper quantity and type of paint 
they need for a given purpose. 
During part of the year, advertise- 
ments are inserted each week in 
a weekly newspaper. Manufactur- 
er's copy is used with emphasis 
on the fact that identically match- 
ing colors are available in gloss. 
flat, and semi-gloss paints. They 
find that getting a customer inter- 
ested in refinishing one room in- 
veriably leads to paint for other 
roms, 

With nine other merchants in 
the West Hartford Center, Colo- 
nial has a co-operative advertising 
program. It and one other mer- 
chant are given mention and atten- 
tion every fifth week—the sched- 
ule being two firms per broadcast. 
It is a musical variety program 
at 9:30 a.m., Tuesdays, on a local 
station and the broadcasts which 
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play up the Colonial Hardware 
Co. have copy written by the 
store’s proprietor. 

The paint department, occupy- 
ing the entire rear wall of the 
store, about 30 ft., is finished in 
colonial style, even to the hard- 
ware on the display and storage 
fixtures. A table in the center and 
a few feet from the rear wall has 
a tilted panel on front for show- 
ing a variety of brushes, the flat 
surface in back being used for 
decalcomanias and 
decorating needs. Nearby on an- 
other table, a rack of abrasive 
papers invites additional sales. 

Much of the store’s paint sales 
are made to women, the ladies 
being in the practically 
throughout the day to discuss 
paint and painting problems. In 
fact, it is not unusual for a woman 
to visit the store with a sample of 
cloth, so that she can obtain the 
proper contrast or match as part 
of a color scheme. Men customers, 
seeking paint usually visit the 
store before 9 in the morning or 
after 4 in the afternoon, 


some other 


store 
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For man, woman or child 


YANKEE 


No. 41 Automatic Drill 





easiest to use .. 





easiest to sell 














Push it! ... nothing 
could be easier or more 
attractive to housewife, 
handyman or to the skilled 
mechanic. Sturdy spring 
in handle makes drilling 
any hole a simple, one- 
hand job. Return stroke 
revolves drill backward to 
clear chips. Magazine 
handle contains 8 drills 
... 4g to !l¢y"inch... easy 
to see, select and replace. 
Drills easily inserted and 
removed from, chuck; yet 
cannot pull out in use. 
Chromium plated, fine 
looking and sturdy as all 
“Yankee” Tools. Every 
one you sell makes a 
friend as well as a profit 
for you. 


YANKEF TOO! S NOW PART OF 


THE TOOL BOX OF THE WORLD 


NORTH BROS. MFG. CO. 


Philadelphia 33, Pa. 
| Pimento 
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Decorator Reveal 
Top Wood Bridge Set 

Norcor Mig. Co., Inc. Green Bay, 
Wis., offers a folding decorator reveal 
Chair mechanism is 


top wood | set. 
almost hidden from view. Wood is 
classically modern finished and com- 
bined with colorful plastic upholstering. 
Ideal for entertaining, dining and other 
auxiliary uses. Other sets include the 
round table steel type, steel of wood 
square table sets, all featuring the fold- 
ing chair mechanism and attractive de- 


sign and finish, 


75 Watt T12 Slimline Lamp 

Sylvania Electric Products, Inc., 500 
Fifth Ave., New York City, offers a 75 
watt T12 slimline fluorescent lamp, 144 
in. in diameter, combining the preferred 
characteristics of the regular line of 
Slimline lamps with the efficiency of the 
T1l2 type tube used in the standard 
40-watt fluorescent lamp. Lamp is 96 
in. long, exceeds by an average of 600 
lumens the output of the T8 Slimline 
lamp. Available in Warmtone, 3500 deg. 
standard white and in the 4500 deg. 
white color on request, Lamp is in- 
stant starting, has a single contact base 
similar to the remainder of the Slim- 
line lamps, contains a special hydro- 
phobic coating which is claimed to 
assure reliable starting characteristics 
under high humidity and sub-normal 
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voltage conditions. Suggested to retail 
for $3, it is said to provide more 
lumens of light per $1 than any other 
fluorescent lamp. 


Stranded Steel Wire 
Clothes Line 


Cordage Works, Boston 


Mass., is offering a stranded steel wire 


Samson 


clothes line, encased in a smooth, 
white, waterproof, weather-proof heavy 


plastic coating. Maker says it will net 





stretch or break test better than 450 
lb. load and wipes off easily. Clothes 
line is known as “Tite-Rope.” 
Baker Drinking 
Fountain Pump 

Baker Mfg. Co., Evansville, Wis. 


offers a drinking fountain pump, ideal 
for country schoolyards or parks, 














Carpenters’ Blue 


Powdered Chalk 


National Chalk Co., 2025 W. Fultor 
St., Chicago 12, Ill, offers a special 
processed blue powdered chalk for use 
in carpenters’ chalk line reels. May be 


used in any type of chalk line ree 


case, Small ring attached to the end of 
the chalk line fastens to any hook o1 
nail, and a flip of the extended string 
leaves a clear straight, chalk-line im 
pression on surface to which it is 
applied. 


Goodyear Adds Two 
Bike Tire Sizes 

Goodyear Tire & Rubber Co., Akron, 
Ohio, offers bike tires in two new sizes 
20 by 2.125 and 24 by 2.125 Double 
Eagle. The 20 in. unit designed 
marily for use on tront wheels of cycle 
trucks requiring tires of exceptionally 
sturdy construction while the 24 
tire is suited for special vehicles as 
push carts. Latter size is also used 
motor-bikes rebuilt from conventional 
models. Re-introduced in the 26 by 
1.25 inner tube for bikes. Fits both 26 
by 1.25 American made casing 
the 26 by 1% in. English SS tire 
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YOU ARE A BUYER OF 
HARDWARE AND ALLIED LINES 


And you attend the NATIONAL HARDWARE 
SHOW at the Grand-Central Palace, New York 
City, October 12, 13, 14, 15 and 16. 


Here, you will have the hardware industry at your 
finger tips---more than 400 of America’s leading 
manufacturers of hardware and allied lines will 
have their newest and best products on parade 
---for you---to see, feel and compare. 


YOU ARE IN 
THE PICTURE 


As a buyer, you'll be in the picture in a big way 
--at the industry's greatest show---a show held 
just for you. 


FILL OUT and mail the registration coupon. Your 

admission badge, which will admit you without 

further registration, will be mailed to you. 
Yes---we will make hotel reservations for you, 


Make sure to see the special 
FISHING AND HUNTING DIVISION Registration Coupon 
Save time by registering NOW. Fillin and mail this registra- 


tion coupon and your admission badge will be mailed to you 
(PLEASE PRINT 





Fourth Floor — Grand Central Palace 


Name Title 
Firm 


Street 


331 MADISON AVE. NEW YORK,N. Y. Rae State 
Type of Business 
folou ge) =] > yee cee ee ee 


GRAND CENTRAL PALACE ~~ NEW YORK CITY 


(Please check below the classificat bes 
oO Wholesaler CD Retailer LJ Dept. Store Buyer 
(CD Chain Store O Migr's. Agent 


rm ' 
porter-Exporter LJ Other 
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WHAT'S NEW 








Taylor Jr. Washer 


Taylor-Jr. washer tub is built of 
strong light weight aluminum, finished 


in lifetime baked-enamel, Wringer is a 





separate unit of standard size with 2 
by 1014 in. white rubber rollers, quick 
pressure release which removes tension 
Features triple blade cast 


aluminum agitator, rubber lid) gasket, 


on rolls. 


gravity drain. tube. oilless bearings. 
large carrying handles, fan cooled. 60 
cycle AC motor. Has 2 Ib. capacity and 
uses 6 gal. of water. Unit weighs 34 Ibs. 
Portable, electrie unit is suggested to 
retail for $49.95. The Taylor Corp.., 


Alliance, Ohio, 


Chromium Plated 
Nu-Top Pads 


Vetaloid Co.. 5815 Kinsman Rd., 
Cleveland 4, Ohio, offers Chromium 
plated Nu lop pads for stove tops, re- 
hacked 


with an improved type of heavy air 


friverators talole s, Pa Is are 


cell insulation and asbestos to provide 


a wear-resistant, heat-resistant irface, 





Metal rolled 


around; asbestos base is raised suffi- 


edges are under all 


ciently to prevent any metal from 
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touching enameled stove or table tops. 


Under surface coat of chromium 
plating are coats of nickel and copper. 
Available in 18 by 20, 16 by 18, 14 by 
17, 814 by 20, 514 by 8Y4 and 7 by 7 


in. Packed 1 doz. per carton, each pad 
is individually packaged. 


U. S. Steel Film 

United States Steel Corp., Rocke 
feller Bldg... Cleveland, Ohio. has re 
leased a motion pieture entitled, “Unhin- 
ished Business.” which describes from 
V-J Day. the progress of the construction 
and modernization program undertaken 
by the company and also tells of its 
peace-time production accomplishments. 
Actors for the most part are steel 
workers. Their real-life portrayals are 
supplemented by characterizations of 
well-known stage and screen perform- 
ers in the dramatic portions of the 
picture. George Hicks. company radio 
reporter is the narrator. 


Sheldon 10 in. Lathe 

Sheldon Machine Co... 4258 N. Knox 
Ave., Chicago 41, Ill. introduces a 10 
in. bench lathe with a 1'4¢ in. hole 
through the spindle and an_ integral 





Incorporates the 


horizontal motor drive, 


basic features of larger industrial 


lathes: *, in. collet capacity (1 in. 
collet capacity with nose type collet 
chuck}, tapered roller spindle bearings, 
double walled worm feed apron with 
power feed, full quick change gear box 
that provides a thread cutting range of 
from 4 to 224 threads per in, Four-step 
V-belt motor drive is designed to take 


either a '3 h.p. or 4 h.p. motor, 


Floor Polisher Attachment 
Electric ce... 
Conn., is making a floor polisher attach- 


General Bridgeport, 
nent for three Premier upright vacuum 
leaners. To attain a high luster it is 
1ecessary only to pass brush over waxed 
irea an average of six times per sq. 
ft. Brush is ballbearing mounted and 
driven at same speed as cleaning brush. 
Long fiber bristles are set in a durable 
composition roller. Metal parts alu- 
minum, Suggested to retail at $7.50, 
polisher fits Premier cleaner models 12, 


21 and 23. 


Westinghouse Electric 


Range Line 
Westinghouse Electric {pp 


vision, Mansteld, Ohio. offers eV 
ranges and a dealer-minded 1 eT 











program. Line itures 


chandising 


double over models in both de‘uy in 


medium price brackets. Models intr 
duce the ‘jet age’ metal, titanium ste 
on the cooking surface top- \dae 
features include a fourth — full-size 
Corox unit on deluxe model ranges and 
a warming drawer unit = as 
equipment on deluxe — single ve 
models. The latter unit is ava ie as 
an accessory on medium and low price 
ranges. Built-in timer is standard equip- 
ment. Use of more chrome trim for ex- 
terior styling is prevelant on a odels 
as well as easy-grip door handles. Two 
range accessories have bee idded 
a portable Econo-cooker and a ssure 
pan insert for both the dee; 
portable Econo-cookers. Do ove! 
( hampion model, shown, is sugg t te 
retail for $299.95 and features arge 
“True Temp” oven, a utility ove twi 
aluminum roll-mounted drawers lel 
A-Glance” switches with tf heat 
positions, minute timer, automat 
venience outlet, and new in 
styling. 
Masonry Drill Kit 

Kit of carbide tipped, su 
hex drive. masonary drills ir 
346. “16. 34. Yo and 5 in. Super 7 ( 
21650 Hoover Rd., Detroit. Mir fle 
drills in three styles tana gt 


fluted. FD series. extra lengt! te 
LD series ar 


d hex sh 1K 





holes—all with carbide tips. N sizes 
have been added and prices ! 
throughout line. 
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ic Pedal Wagon | easaeeae eee euse eee, 


eeca—om =" 75%,SAVING 5A 
INVENTORY COST 


IN FHP V-PULLEYS! 


PLUS AN EXCEPTIONAL PROFIT PERCENTAGE 


“nedal wagon” frame of which is of 





1°45 in. mechanical tubing with 2 in. 


head of red enamel, stamped steel fork, 
ed enamel, handle bar finished in 
white enamel or chrome. Rubber grips, 
stamped steel fenders in red enamel, 
stamped steel white enamel saddle, red 


With Worthington QD Jr. V-Pulleys you 
can fill a maximum variety of FHP pulley requirements 
from a stock investment one-quarter as great as you would 
otherwise need. 

Interchangeability of hubs with pulleys permits fitting 
any size from a minimum assortment. 


enamel wagon, Two pies e rubber 





pedals, front wheels ball bearing, reat 
multiple spoke. Hardware is nickel 


oo m= sages eee eee, 
Sun ume awe meee ee ee 









eatures plated, semi-pneumatic tires, on models Less money tied up—less space occupied! 
eluxe and ff 262 and 263, tiring on 361. Packed 1 And there’s business a-plenty to be had with Worthing- 
wer per carton, available in three models, ton FHP Profit-Maker assortments. 70 million V-belt 
gto 1 a driven machines in homes, shops, stores and farms mean 
‘aaa Bird's Three tremendous replacement sales. Get your share with QD 
ic idl Dimensional Patterns Jr.—the V- fe oom that is ““Tight on the Shaft . . . Can’t 
tondenl i ie ee ween Gad & Work Loose . . . Noiseless . . . Trouble-Free . . . Non- 
oven Bird & Son, Inc., East Walpole, Mass., Wobbling. 
i le as emphasis is on sculptured effects. Fou 
rice patterns are being introduced in Armor- 
rd equip: lite rugs and floor coverings. All fea- 
lor @X- ture a formal sculptured flower and 
nodels leaf combination with two-tone effects ss a me 7 = a rs 
iles. Two having a dominated background in a 
idded— particular color, red, green, gray or-* 
ssure blue. Raised floral design is in soft con- 
ind trasting colors to the background. Two 
over patterns have been added to the lino- 
gested to leum line—a blend of pearl grays with 
arge a touch of soft red throughout, and 
ve two the other is comprised of several values 
lel of reds, blended to form a_= mass 
heat tone effect, 
aid Stainless Steel 
Moulding Dispenser 
United Industries, Inc.. 321 S, LaSalle 
St. Chicago. IIL, offers an improved 
model of the neat and attractive 
alas original stainless steel trim dispenser With each assortment ‘“‘Profit-Maker’’ display stand, posters, window banner, 
( which invites custome inspec tion of other sales helps—no extra charge. 
iffe pre-cut lengths of eight popular mould Also: V-belts Similar profit opportunities with Worthington-Goodyear FHP 
ot g shapes with sizes and prices shown. V-belts, including display stand and other sales helps. 
fea Offers a simple stocking method as Contact your local Worthington distributor and send the coupon for more in- 
well as quick checking for re-ordering. formation on the bigger profits with Worthington FHP Profit-Maker assortments. 
Merchandiser is finished in red and pamemws nm aomae ae 
chrome 
wire | Worthington Pump and Machinery | 
Corporation 
MO & T i t Pec G TO na | MVD Sales Division, Dept. N852 | 
(@ tee | Buffalo, N. Y. | 
—S Please tell me how | can make higher 
ZL Sa | profs with Worthington FHP Prof- | 
MERCHANDISING DIVISION » | Maker. | 
{ ! 
sizes The Good Right Hand of Industry : 
ad (ae estate ind dl 
| l 
4 
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Counting, Weighing Scales 

National Scale Co., 43 Mill St. 
Springfield, Mass., offers counting and 
weighing scales permitting one man 
to handle bulky or heavy material by 
rolling the scale over objects to be 
weighed or counted. Also eliminates 
transportation of goods to central scale 
installations. Scales are mounted on 
wheels and 4 ft. high legs. Scale is 





) 





| 
b 
rolled over objects to be weighed and 
standard grabs are fastened on. Hy- 
draulic lift swings load clear of floor 
and direct weight or count readings 
are taken from the indicating head in 
the standard way. Models now. avail- 
able have a_ weighing capacity of 
1,000 Ibs. or a counting ratio of 200 
to 1. Counting scales are said to accu- 
rately count pieces weighing 1 oz. or 
more. For small boxes and_ fragile 
packages, platforms that swing from 
chains can be supplied. 


"Comfort Cub’ Oil 
Boiler-Burner Unit 


United States Radiator Corp., 300 
Buhl Bldg., Detroit, Mich., offers a 
complete packaged cast iron, oil boiler- 
burner unit with air-cooled base, glass 
wool insulated, Shipped assembled with 
refractory, insulation and = jacket’ in 
place. Flange-mounted oil burner, easily 
attached on 3. studs. Equipped with 
U. S. Solar Flame oil burner. Net IBR 
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rating: 60,000 Btu per hr., 400 sq. ft. 
water. Designed solely for hot water 
heating systems, Boiler has a low draft 
loss which permits use of a low 
chimney. Five controls provide for auto- 
matic control of room temperature, 
temperature of water in boiler and 
safety of operation. 


Three Bendix Washers 


Bendix Home Appliances, Inc., South 
Bend 24, Ind., offers a line of three 
automatic washers, two of which incor- 
porate an automatic soap injector, as 
optional equipment. Shown is the Gyro- 
matic washer—equipped with or with 
out automatic injector, Said to stay in 
place without fastening down, Injector 
does soaping. For use in apartment 
houses and rented homes. Deluxe with 
automatic injector, the BI, the deluxe 
without injector, B, and the standard S. 
Suggested retail prices of the new line 
are: S, $229.95; deluxe, $249.94; de- 
luxe with automatic soap injector. 
$269.95, Gyromatic, $229.95; Gyromatic 








with injector, $319.95, Retained are 
tumble-action washing and rinsing prin- 
ciples and distinctive porthole door. 


Booklet on Metal Problems 
In Electrical Products 


The International Nickel Co.. Inc.. 67 
Wall St.. New York City 5 offers a 
booklet, “66 Practical Ideas for Metal 
Problems in Electrical Products.” Book- 
let tells in non-technical language the 
problem confronting the designer, rea- 
son he selected an Inco nickel alloy 
and the performance he received after 
putting it in service. Illustrated by 
about 100 photographs, and 36 pages 
long it covers special operational prob- 
lems as high temperature, corrosion, 
formability, abrasion, fatigue strength, 
etc. 





One-Watt Night Light 


A one-watt fluorescent night light for 
dark hallways and steps is availabl: 
from Westinghouse Electric Corp., 





Lamp Division, Bloomfield, N. J. Lamy 


is ideal for parents of -children afraid 


of the dark as its white glow routs 
spooks without awakening the lightest 
sleeper, says maker. Walnut-size lamp 
for use a 110-125 volt ae service cost 
about two and one half cents a month 
for around the clock use. Has an 
average life of one year. Two prong 
base for plugging into wall or base 
board outlets. 


Chamois Wiper 


Rusteprufe Laboratories, Sparta Wis., 
offers the Rusteprufe chamois wiper for 
prevention of rust on guns, tools, sports 
equipment, steel pipe, marine motors 
steel boats, etc. Prevents finger print 
rust. Said to get right down to bar 
surface of steel, wiping away elements 
that cause rust. Wiper leaves a film of 
Rusteprufe on surface over which it 
passes that is claimed to prevent rust 
in any climate for indefinite periods of 
time. Wiper consists of the impregnated 
chamois in container, bottom of whicl 


contains felt dise which is saturated 


with Rusteprufe. Chamois will last a 
lifetime with ordinary use. Fett diss 
can be refilled with 35 cent bottle of 
Rusteprufe. Kit suggested to retail for 


75 cents, 


HARDWARE AGE 








Lock Bu 


Tumbler 
into the | 
through k 








unnecessal 
bearing Vv 
jammed | 
knob is | 
even alte! 
Inner kne 
eliminates 
dren in 

uses stan 
Fits all « 
new build 
able to ce 
as house 
statuary 

chrome ot 


Oconomoy 


Water 
Tackle 


Union 
N. Y., off 
full-drawt 
embossed 
styling, 
catches 
Model 53 
choic e of 
double cz 
and embx 
greater Tr 
shallower 
spread oO* 
tion and 
h ird bak 
formed 


the cover 





JULY 








t for 
lable 
OTp., 





mp 


aid 
uts 
est 
mp 
ost 
ith 
an 


ng 





Lock Built into Doorknob 

Tumbler-type cylinder lock is built 
into the outer knob making a_look- 
through keyhole and large lockplate 


— ee 








unnecessary, Outer knob spins like a 
bearing when locked and cannot be 
jammed or sprung. When the outer 
knob is locked, it will remain locked 
even after door is opened from inside. 
Inner knob, which cannot be locked, 
eliminates possibility of locking chil- 
dren in rooms or buildings, LaBelle 
uses standard square doorknob shaft. 
Fits all door latches and is ideal for 
new buildings or remodeling. Is adapt- 
able to doors throughout house as well 
as house door lock. Available in 
statuary bronze, polished brass or 
chrome or dull brass. LaBelle Industries, 


Ox onomowoc, Wis. 


Watertite Chests 


Tackle Boxes 

Union Steel Chest Corp., LeRoy, 
N. Y., offers Watertite chests featuring 
full-drawn rounded corner boxes with 
embossed trim. Employs Taper-Top 
styling, spill-proof lock, sturdy bolt 
catches and seamless construction. 
Model 5314 and 5414 differ only in the 
choice of a single cantilever tray and 
double cantilever tray. Returned edges 
and embossed reinforcement make for 
greater rigidity, Boxes are wider and 
shallower permitting contents to be 
spread over a greater area for protec- 
tion and accessibility. Finished in green 
hard baked enamel. Full grip handles 
formed of steel, machine riveted to 


the cover, 
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*HOUSEPAINTS 
$2.65 —$1.45 gal. 
ENAMELS 


2.25 gal. 


Write for Color Cards and Prices 


on Full Line 


*Note prices quoted are zone 1 within 


300 Miles of Cleveland, Ohio 


Choice territories open for salesman mE é 


BARRY P 


CLEVELAND 5, OHIO 






AINT CO. 











CRUMP 


MASTER-MADE 


HORSE COLLARS 


AND 


FARM HARNESS 


SHOWN HERE: 
No. 553 RUSSET COLLAR 


Made of full grain selected leather, with 
extended lug, straw stuffed and patent fas- 
teners. 17!'/2" draft with’ 5!" rim. No. 


533'/2 same in Half Sweeney. 
No. 3303 SLIP HARNESS 


Medium heavy plain; 5" saddle with 
1%," bearer, 2!/4"" breeching, 1'/g" shaft 


tugs and hip straps. 











WRITE FOR DETAILS OF COMPLETE LINE 


FARM HARNESS @ HORSE COLLARS @ ENGLISH & WESTERN SADDLERY 








Manufacturers and Importers Since 1875 


CHICAGO OFFICE: 666 LAKE SHORE DRIVE 


zs. t. CRUMP COMPANY, inc. WE SELL 
WRITE: MAIN OFFICE & FACTORIES, ONLY THROUGH 
RICHMOND, VA. 
N. Y. OFFICE: 76 READE ST. RELIABLE 














RETAIL DEALERS 
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Tex-Knit's Home 


Laundry Kit! 

Textile Mills Co.. Chicago. Il. 
offers the home laundry kit containing 
the ‘Tex-Knit burnproof ironing board 






ie | 


Ten Kast 


bY De Le 
4 WOM (AUNOEY ill : 








cover with waffle knit pad, chemically 
treated pressing cloth, a press-mit, 
package of newest type of plastic 
clothes pins, clothesline, clothes pin 
apron, laundry bag, cotton clothes 
basket liner for oval) wicker baskets. 
plastic elastic edge shield which keep- 
ironing surface dry when sprinkling 
clothes and protects ironing board 
from dust, when not in use, All are 
packed in a chest-box with drop front 
ind ribbon decorated cover. Chest can 
be used as box for linens in the closet, 
Available in two styles, de luxe sug 
gested to retail for $11.95 with burn 
proof ironing board cover and pad and 
the ideal at $9.95 with heavy-weight 


cotton ironing board cover and pad. 


Arvin 3-Way Portable 


Noblitt-Sparks Industries, Columbus, 
Ind., offers a 3-way Arvin portable sug- 
gested to retail at $39.95 less battery. 
Model 250 P features a scuff proof case 
of unbreakable laminated plastic wrap- 
around with light steel top and bottom 


and a luggage type carrying handle. 





30 


Has five miniature tubes plus selenium 
rectifier and is equipped with a special 
antenna hook-up for clear reception in 
mountainous areas, Built) with an 
Alnico V magnet 5 in. speaker. 


Welding Booklet 


“Here is Your Information,” clear-cut 
bulletin containing concise information 
on outstanding welding rods for use in 
every shop has been issued, Arranged 
<cientifically according to metals and 
lists those reds which are designed 
specifleally for each metal application. 
Lists tensile strength. bonding tempera- 
tures, sizes available and outstanding 
characteristics of each rod. Eutectic 
Welding Alloys Corp.. 40 Worth St.. 
New York City, 13, 


Plastic Table Mat 

Molded of Lustron, The Waterbury 
Co.. Waterbury, Conn.. offer a heat- 
resistant plastic table mat. Known as 
Lustro-Vats they are guaranteed to pro- 
tect all surfaces from even red-hot 
kitchen utensils. Designed in the shape 
of a teapot it can be hung on a kitchen 
or dinette wall as a decoration. Lustro 


mats are easily cleaned in warm water 





and are stain-proof, will not warp. 


Available in jewel-toned red. blue, 
green, yellow and crystal. Individually 
gift boxed. suggested to retail at $1 
each. Howard L. Ross Associates. 17 E. 
12nd St.. New York City, 


sales agents, 


exclusive 


Tappan Sales Tools 
Booklet 

“A Cook Takes A Look At Tappan” 
is the theme of the new spring portfo- 
lio issued by the Tappan Stove Co.., 
250 Wayne St., Manstield, Ohio. that 
illustrates the important part each sales 
help has in the promotion of dealer's 
business. Theme is carried throughout 
the portfolio from the minute a Tappan 
prospect decides to purchase a new gas 
range until her final decision to buy a 
Tappan. Portfolio covers sales helps 
available to dealers to aid them do a 
more thorough job of merchandising in 
the form of radio announcements, out 
door poster, background displays, iden 


tification signs, ete, 


‘Storm Wizard’ 


Door Combine 
B. & G. Mig. Co.. 702 Second \ 
Pittsburgh 19, Pa.. is offering a “Storm 


Wizard” alj-aluminum combination 
storm and screen door made in 20 
standard sizes. Doors are designed with 
four horizontal panels in a_ solid 1 


minum frame, Three top panels 
screened while bottom panel is a solid 
kick plate made from textured R 
ized aluminum. Panels are separated 





by horizontal strips of aluminum whi 


add to the appearance and strength 


door and eliminate sagging of — the 
screen inserts, Textured surface ol 


aluminum kick plate at bottom of doo 


is said to resist rough scratching by 
dogs, cats and kicking by young 
children without noticeable damage 


{ 


Six in. gussets in frame allow tor 


substantial attachment of hinges. 


Presto Cooker-Canner 

Model 21, cooker-canner, offered by 
the National Pressure Cooker Co., Eau 
Claire, Wis., will process 18 pt. 
at a time. It will accommodate four 
half gal. jars or seven qt. jars. Made 
of extra heavy aluminum with a_ pol 
ished finish. Has a 21 qt. liquid capa 
ity and incorporates all the features 
safety and appearance appearing 
model's 5 and 7 cooker-canners. May 
also be used for pressure cooking food 
in quantity. Six, four |b. hams or eight 
four Ib. chickens may be cooked at 
one time. Equipped with cooking rack 
inset pans, canning basket, colar 
pan and rack pins. Suggested to ret 
for $22.95 east of the Rockies 


$23.85 in the west. 
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Jet-O-Matic Domestic 
Water System 


Goulds Pumps, Inc., Seneca Falls, 
\. Y., is introducing production of a 
ew domestic water system, the Integral 
Horse Jet-O-Matic, It is a large 
spacity eavy duty unit, ideal for 
urger | =. estates. dairies. institu 





tions and other installations where de 
endable water service is essential. Will 

furnished in 1% to 5 H.P. units 
with shallow well capacities up to 
3500 gals. per hr. and deep well capac- 
ities up to 4100 GP.H, Units can be 
provided .for well depths down to 260 
ft. Jet-O-Matic is a completely pack 
aged unit for shallow or deep well op 
eration. Other features are: compact 


close-coupled construction: safe, smooth 


ture; simple pipe connections and easy 


access to parts. 


Safety Code for 
Wood Ladders 


{merican Ladder Institute. Room 405, 
1835 K. St.. N.W. Washington 6, D. C. 
has approved an American” standard 
salety ule for wood ladders, A14.1-1948. 
Sets the minimum standards under 
whien ladders are manufactured, Code 


is usually the basis for government. 
state and industrial specifications. It 
specihcelly provides minimum sizes for 


various types of woods in the manufac 


ture of both step and long ladders 
other tha special purpose ladders 
which are made under formula given 
under the code. 


Carpenter's Tool 
Identification Scheme 


The Carpenter Steel Co.. Reading, 


Pa, has devised a system to eliminate 
stock-mix-ups and provide identifica 
ton of each grade of steel. Bars of 
natched tool and die steels are painted 
tull ngth. in different colors, 12 
colors identify steels in the air-harden 
ing, oil hardening, water hardening and 
Red-Hard matched sets. Wall chart will 
ud se ection 
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and quiet operation; self-priming fea- * 


“Anewer this question, Homer Sneet, 
4nd you'll be living on Easy Street! * 
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P 


a 


Emcee: “How much does it cost, by Air Express 
To ship 10 pounds 1200 miles, no less?” 
Homer: “Why didn’t you ask me that before? 

All it costs is $3.84! 





“T use it many times each day- 
It’s the fastest possible way to make hay! 
Easy Street’s already my address, 
Thanks to Scheduled Airline Air Express. 


—And all at no extra cost to you. 
In these days of price inflation 
Air Express rates are cause for elation!” 


Specify Air Express-Worlds Fastest Shipping Service 


e Low rates—special pick-up and delivery in principal U.S. towns and 
cities at no extra cost. , 

e Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 

True case history: Truck and auto parts comprise big portion of Air 

Express shipments. Keep equipment rolling! Typical 36-lb. shipment 

— up Detroit late afternoon, delivered Salt Lake City noon next 

day. 1507 miles, Air Express charge $16.58. Any distance similarly 

inexpensive. Phone local Air Express Division, Railway Express Agency, 

for fast shipping action. 








*“‘What’s more you get door-to-door service, too 



































GETS THERE FIRST 








Rates include pick-up and delivery door 
to door in all principal towns and cities 





ee : 
AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


|  $scHEepUuLED AIRLINES of THE u.s. 
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The Best Are 
BETTER BRAND 


mouse and rat 
TRAPS 





¢ METAL OR WOOD TRIGGER 
© FOUR-WAY ACTION 
e OIL TEMPERED SPRINGS 


McGiLL METAL PRODUCTS CO. 


Marengo, Illinois 











HIGHWAY TORCHES 


The Dependable 
Watchman! 


Order through Your Jobber 
EMBURY MFG. CO., WARSAW, N. Y. 
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Apex Cleaner 
Sales Center 

Apex Electrical Mfg. Co., Cleveland, 
Ohio. 


sales center, 


introduces the Apex Cleaner 
self-supporting 


home cleaner department, Claimed to 


complete 








sales 


plans of 
stores of all sizes and types. Designed 
to compel the attention of floor traf- 


be adaptable to the 


a chance to 
undi- 
Sales 


fic and give the salesman 
holdine the 
vided attention of his prospect. 
aid is 30 in. high. 60 in. wide and 24 
in. deep and requires but 10 sq. ft. 
Modern 
solid-stock construction w'th birch ply- 
Finished in 


demonstrate while 


of floor space, fixture is of 


wood panels, bore grey 
with burgundy and chrome trim, Top 
and first steps covered with harmon- 
Top carpet is bound 


sides and secured to table with 


izing carpeting 
on three 
large snap fasteners permitting it to 
be folded back for bare floor or wax- 
Three — smaller 
shelves and ample storage space for 


ing demonstrations, 


sales literature is provided. Table pro- 


vides a double outlet. 


Polished Bronze Andirons 
Period 


bronze: 


andirons are 
shank 


shank post and decorative urn tips also. 


Renaissance 


made of cast covers, 


Polished to a high lustre and lacquered 


to resist tarnish. Height 2614 in. weight 
125 lbs. per pair, width at base of 





andirons, 814 in. With one pair, mode 
4916 22 in. 
retail for $275, 
to match is also of cast bronze with 


log cradles. Suggested ti 


French design lam 


same finish. Lamp is equipped with 


light cord and sockets. Shade holder 
has 44% in. of adjustment height, 
Height of lamp, 3714 in., plus 41 in 


adjustment. It is 814 in. wide at base 
and weighs 45 lbs. Suggested to retaj 
for $150. Peerless Mfg. Corp., Ine. 
14th & Ormsby, Louisville 10, Ky. 


Stainless Steel Roof 
Drainage Line 

Berger Mfg Div., Republic Stee 
Corp., Republic Bldg., Cleveland 1, 
Ohio, offers a line of ready to use 
stainless, steel roof drainage products, 
including “K” gutter, plain round, 
corrugated round and corrugated square 
conductor pipe, “Snaptite” eaves trough 
and necessary stainless steel 
Equipment is fabricated from satin- 
finish 28 gage Enduro stainless stee 
Maker ciaims it will not tarnish or 
rust, needs little maintenance and does 


httings, 





paint on sur- 


not bleed or discolor 
surfaces. May be 


rounding painted; 


is easily soldered. 


Duramite Paint Line 

Morton Chemical Co., 2110 High 
Point Rd., Greensboro, N. C., offers 
the Duramite line of chemically inert 
paints and coating materials for fea- 
turing good adhesion and heat resist- 
ance. Maker claims acids, alkalies and 
most corrosive materials have no effect 
on these products. One group of the 
products has been engineered to with- 
stand continuous exposure to operating 
temperatures as high as 350 deg. F. 
Due to the extreme chemical inertness 
of these products coupled with their 


ease of application, they may be ap 


plied by brush, spray or dip and can 
be air dried or baked. Line includes 
products for both high and low tem- 
perature processing, for maintenance 
painting in corrosive atmosphere, spe 
cially engineered finishes for masonry 
and concrete and chemical resistant 
floor finishes. Variety of colors avail 


able, to protect and identify equipment 
containing corrosive products, 
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Clevis Display Stand 
Midland Industries, Inc., Cedar 
Rapids, lowa, offers a display stand 


on which the Big Orange Hi-Strength 


= 











Products may be merchandised. In 
cluded are pick-up items such as twist 
and straight clevises with Instant-Lock- 
ing pins, Instant-Locking pins in two 
sizes; tractor hitch clevises, hay bale 
hooks and 21 in. 


aps. Suggested retail price of complete 


combination pole 


assortment is $58.65, 


Outboard Motor 
Safety Cable 


Plastoline Corp., 18 N. Ada St.. Chi- 


cago, Ill., offers a safety cable for pre- * 


venting the loss of outboard motors if 
they became detached from boat. Cable 
is made from Plastoline plastic covered 
tiller rope with a breaking strength of 
over 925 lbs. with 


Equipped sturdy 


snap on one end and a loop on the 
other. Overall length is 45 in. 


gested to retail for $1. 


Sug- 


Sate-Way Blade Disposer 


Midland Mfg. Co.. 2710 Chestnut St., 
Toledo 8, Ohio, offers a razor Safe-Way 
blade disposer 


heavy steel, 


bright 


made of 


rustprooled, finished in chrome 
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or colors. Eliminates loose blades in 
waste containers, rust spots on tile and 
painted surfaces. Chrome type sug- 
gested to retail for $1.95 and baked 
enamel finished models in white, peach, 
glow, spruce green, tuscon ivory, ceru- 
lean blue for 98 Protects chil- 
dren, housewives and shavers. Holds up 


cents, 


to a years supply of used blades. 


Screws for mounting furnished. 





Cylinder Electric 

Room Heater 

Valley 
Ave.. 


introduces a 


Marketers, Inc., 
North, Nashville 
cylinder type 
furnishes 


Tennessee 
117-119 Ninth 
3, Tenn., 
electric heater which 
radiant heat, reflected heat and 
vention heat with natural updraft cir- 
culation. Has wide grip handle, 
cool at all times. Portable, it is claimed 
to be safe and not to tip over. Wiring 
totally enclosed and tamper-proof. Elec- 
steel construction and 
nickel chrome wire wound on ceramic 
coils of high tensile strength. Finished 
in heat-proof baked blue enamel with 
Wood handle and feet, 


room 
con- 


easy 


tric-welded 


chrome. trim, 





maple, Operates on AC or 
long and 


in blond 
DC. is 11 
10 in. in 
9 lbs. Suggested to retail for $9.95 


in. high, 15%4 in. 


diameter. Shipping weight 


Sterling Sander Brochure 
Sterling Tool Products Co., 1340 N. 
Milwaukee 22, Til, of- 
eight brochure covering 
the applications and operation of the 
Sterling 1000 portable electric sander 
and the speed-bloc portable air-driven 
sander, Included is detailed informa 
tion on the Sterling Sanding kits, illus 


Ave., ( hicago 


fers an page 


trations and prices of various accesso- 
listing of the 17 
the United States and 


ries and a service 
depots in 


Canada. 


'Slat-O-Mat' 

Plastic Trend Co., 1900 Euclid 
Cleveland 15, Ohio, is 
“Slat-O-Mat’ which washes, rinses and 
blinds, 


window or 


Ave., 
offering the 
remov- 


waxes venetian without 


ing them from door. One 
stroke cleans both sides of slat at same 
time. tapes without 


soiling tapes. Will not drip dirty water 


Cleans between 


from slat to slat. Features smooth, 
comfortable handle grips. Built of 
nickel-plated steel. Fitted with two 


rubber sponge mats. 








MAKE WAY—MAKE SPACE! 


GREAT 
NECK 


HAND and PANEL 


SAWS 


ARE 
AVAILABLE 
AGAIN! 








CORSAIR! 
GLIDER! 
MUSTANG! 
~ | TYPHOON! 

| | BERKSHIRE! 
) | SUFFOLK! 

| | PLYMOUTH! 
‘|p | NASSAU! 


ve WAY 














| "LEADERS ON EVERY POINT!” 


— SEE YOUR JOBBER! 


GREAT NECK SAW Mfrs., Inc. 


Mineola, N. Y. 
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Du-Fast Sander-Polisher 


Du-Fast. Inc., 32 East 4th St... New > 
York City, offers an oscillating portable 
sander and polisher adapted to fit the 


Black & Decker home utility '4) in. 
electric drill. Good for polishing furn- 
iture. floors or automobiles. Said to be 
perfectly balanced with all vibration 
ling platen. Suggested to re- 
tail for $14.95. Du-Fast is attached and 
detached to the drill in a few seconds 
and weighs 5 lbs. Said to have enough 


in the san 





avoirdupois to insure eflicient applica- 
tion vet is light enough not to tire the 
operator who keeps it busy for a pro- 
tracted spell. 


Edwards Door 
Chime Cartons 


Edwards & Co.. Inc.. Norwalk Conn., 
has devised folding cartons for its line 
of door chimes, Four essential merehan 
dising requirements are met by the 
cartons—chimes are displayed the same 
way they appear in actual use, provide 
adequate protection to the delicate 
mechanism and plastic cases, emphasis 
viven to main features of chimes and 
cartons are designed to highlight 
chimes. One model is packed in a one 
piece hollow walled tilting display 
made with a self-setting easel and up 
right display card permitting display 
of chime upright. Two corrugated 
strips are designed to fit around and 
over chime, Color scheme of — blue. 
black and white is used to set off 
chimes. Non-electric door knocker chime 
is in a “Frame-Vue” body with hollow 
walls on front sides and back including 
a tuck-in display card, Special parti- 
tioned platform is designed to support 
the major units of the chime while an 
unprinted throwaway protective — filler 
which tucks in the left side opening 
protects mirror during shipment. Auto- 
matic-lock top and open bottom cover 
completely telescope the body. 


DeLuxe Work Supports 

lo provide quicker and more efficient 
operation on certain classes of lathe 
work. a deluxe type follower rest and 
center rest are offered by South Bend 
Lathe Works, South Bend 22, Ind. Prin 
cipal features of both rests are the 
wrenchless adjustment and locking of 
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the jaws. Each jaw has a large knurled 
knob for adjusting the jaw position 
and a thumb screw for locking. A 
double acting compound screw thread 
provides about “*j4 in. jaw movement 
for each revolution of the adjusting 
knob. Jaws are made of brass and slide 
through precision steel sleeves which 
are pressed into the supporting frame. 
Manufactured to close tolerances 
throughout, jaws and other parts are 
easily replaceable. Both rests are avail- 
able for current models of South Bend 
lathes. 


Johnson's Floor Cleaner 

S. C. Johnson & Son. Inc., Racine, 
Wis., introduces a maintenance product 
known as “Johnson’s Floor Cleaner” 
which is used to remove badly soiled 
self-polishing wax and dirt from the 
surface of waxed floors, Cleaner pene- 
trates and loosens old wax and dirt 
when reduced with 20 parts of water. 
Cleaner is a blend of soap and de- 
tergents which act as a penetrant to 
soften dirt permitting it to be floated 








away by rinsing. May be used on 
asphalt. rubber tile, linoleum, wood 
and terazzo, 


Chair-Loc Furniture 


Joint Fixer 

The Chair Loe Co.. Box 244 Free- 
port, N. Y.. offers “Chair-Loc’, a clean- 
smelling, wood-colored liquid that 
swells the wood socket tight. Claimed 
to swell tight the average loose joint 
in about 30 minutes. Applied with 
handy dauber in each 2 oz. bottle. Will 
tighten wobbly sockets without taking 
them apart. Packed in a glossy green 
and white counter display box con- 
taining a doz. 2 oz. bottles. 20 folders 
supply many uses. Suggested to retail 
for 25 cents for 2 oz., $1.10 for 1 pt., 
and $4 for a gal. 


Photographic Facts 
And Formulas 


American Photographic Publishing 
Co., 353 Newbury St.. Boston 15, Mass. 
has revised its book Photographie Facts 
& Formulas by E. F. Wall. FCS, FRPS 
and Franklin I. Jordan, FRPS, FPSA., 
Said to be a handy working guide for 
practical photographers. Provides in 
one book in easily accessible form, 
plain working directions and formulas 
for all the commonly used photographic 
processes. Makes no pretense of im 
parting scientific information but has 
descriptive matter enough to give a 
comprehensive idea of the processes 
for which directions and formulas are 
furnished so they can be selected and 
used more intelligently. Contains 372 


pages, retails for $5. 


Central Shipping Carton 
Central Paint & Varnish Works, Inc.., 
59-69 Prospect St.. Brooklyn 1. N. Y., 
offers a decoratively imprinted shipping 
carton. 8 by 104% by 24% in. aid de 
signed to hold a doz. 4 pt. cans of 
paint. Provides an eye-appealing, force 
ful point-of-sale selling tool, Printed in 
maroon with ribbon like repeats of 
Central's identifying trademark, carton 
may be used as a counter display for 
showing-off merchandise it contains. By 
inserting a color card on the einside 
cover-flap of the carton, customers may 


select colors they want easily. 


Mechanical 8us, 
Station Wagon 


Nosco Plastics, Erie, Pa.. offers a 
plastic bus and station wagon mechan 
ical wind-up toys. Claimed to rut 
better than 20 ft. on any surface. Said 
to run, spin or coast. Suggested to 
reail for 29 cents. Available in yellow, 
red, blue and green. One-half gross 


assorted colors, standard package, Ship 


ping carton weight, 6 Ibs. 
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Mouse Trap Uses 
No Bait 


{lhia Products Co., 1 E, 42nd St., 
New York City 17, offers a mouse trap 
which requires no bait or poison, For 
of 28 


ndustrial use it is constructed 
vage metal water proofed. Features a 
high tension hand wound - spring. 
Claime to catch from 15 to 20 mice 


a day. Sturdily constructed, hand as- 
sembled. the unit is odorless as it 
joes not kill the mouse, Mouse enters 


hrougt hole. touches off spring and 
=: catapulted into a boxed in space. 


by 9 by 54% in. and weighs 


Trap is 7 

214 |bs. For household use, traps are 
and painted light blue enamel with 
white daisys. Packed 12 to a carton, 


nj weight 32 Ibs. Without finish, 
rested to retail for $4.50 and with 


Buckeye ‘Blue Heaven’ 
Cottage Carton 


The Buckeye Aluminum Co., 


Wooste Ohio, has incorporated _ its 
ght piece housekeeping set into a 
olorh ottage carton ideal for a 
ttle girls doll house, Set includes: 


6 qt. covered sauce pan, 10 qt, covered 





sauce | ly qt. double boiler, 8 cup 
olator. big double lipped fry pan, 
sauce pans, 1 qt., 2 qt. and 3 qt. 
Each ollage comes pac ked in its own 


se ite -hipping carton, 


Aluminum Toys 
{ 16 piece cooke: and bake set is 
offered by Aluminum Goods Mfg, Co.., 


Manitowoc. Wis., which features a 
whist y tea kettle, double boiler, pie 
plate, cooky sheet, fluted mold, mixing 
bowl. mufin pan, bird mold, scoop, 


measuring cup and four cooky cutters. 
Handles and knobs are red enameled. 
Box 18 by 14 by 4 in. Case lot, %4 doz. 
Shipping weight, 2534 Ibs. doz. Sug- 


gested to retail for $2. 


Alpha Metals Booklet 


Leaflet jampacked with information 
entitled, “Speed Soldering with Alpha 


Solders” explains the construction and 
advantages of Alpha’s Tri-( ore solder 
wire for radio and electrical work. Use 
of three cores of pure non-corrosive 
rosin flux eliminates danger of voids or 
ry sections, says maker. Arrangement 
ol cores means thinner walls and taster 
melting Explains Alpha’s  Tri-Core. 
“Leak-Prufe” acid-filled solder which 
is claimed to solder any metal except 
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aluminum and magnesium. Includes 
brief descriptions of other Alpha prod 
ucts, {/pha Vetals. Inc. 363. Hudson 
Ave., Brooklyn a N.  - 


Broil, Serve Utensil 


“Serv-it” aluminum serving platter is 
a serving accessory designed for range 
to table service. Serv-it broils steak or 
fish, bakes ham or prepares other foods 
in the oven and then serves them hot 
at the table in the same utensil, Fea 
tures removable handles, gravy and 


stock well, flat section for carving, cat- 





tail design. Brown leatherette hot pad 
with suede finish bottom protects dining 
table surface from heat of Serv-it. 
Embossed motif on hot pad harmonizes 
with design on platter and __ plastic 
handles. For frozen type salads and 
desserts the platter is pre-chilled in 
the refrigerator to keep servings fresh. 
Suggested to retail for $6.50. Dimen- 
sions with handles removed, 1814 by 13 
by 1! 
container, shipping weight per doz. 55 
Ibs. Fest Bend Aluminum Co., West 
Bend, Wis. 


in. Each packed in corrugated 


Packaging For Casement 
Window Operators 

H. S. Getty & Co., Philadelphia, Pa., 
has re-designed its strong cardboard 
packaging cartons for easy identifica- 
tion by name, type of operator and 
right or left hand. Angle-drive operator 
comes 48 to master carton, 24 right 
and 24 left. packed in two sub-cartons 
with half quantity in each. By pasting 
one label, same carton is used for 48 
of the horizontal drive operators with 
24 in each sub-carton, Master cartons 
are made to hold two sub-cartons for 
re-shipment for wholesaler by attaching 


a shipping label. 


400 Grass Clipper 


Garden Tool Mig. Co., 510 Monument 
Square, Racine, Wis., offers the DeLuxe 
100 Grass Clipper. Stands 32 in. from 
ground and is made of heavy gage steel 
with all parts cadmium plated and heat 
treated, Blades cut to the very tip and 
the right-hand blade is _ stationary. 
Feature permits trimming right up to 
object around which operator is clip 
ping. Has offset handle and 6 in, milled 
self sharpening blades cut down to tips. 
Blades made of case hardened electro 
plated steel. Natural push-down motion 
makes cut. Torsion spring automatically 


opens the blade, 





THESE UTILITY BOXES 


@ Above is shown one of a line of 


10 popular, attractive, plastic boxes. 


Dealers sell them for a wide variety 
of uses—as a fishing tackle box for 
flys, spoons, plugs, etc.—on the 
work bench to hold screws, nuts, 
brads, staples—in the home for but- 
tons, hooks and eyes, spools of 


thread, costume jewelry, etc. 


Transparent, showing contents—all 
plastic, even the hinges. Impervious 
to water, alcohol, acids, and alka- 


lies. Light and hard—beautifully 








polished. 
Model Size Compartment Arrangement 
200 Bux 4%nlh 18 
201 8%%«x4%n 1% 12. 
202 8% x 4% x l% 7 
206 B% x4%n lh | 
210 7 x 3% x 1% 9 
212 | 7 x3%x WW 5 
216 7 x 3% «x 1% ] 
220 4¥%2x2%x1 6 
221 4¥2x2%x 1 4 j 
226 4%zax2%x1 1 





ASK FOR FOLDER A-2 
ON THIS POPULAR ITEM. 











PLASTICS DIVISION 


The VLCHEK TOOL Co. 


3001 EAST 87th STREET + CLEVELAND 4, OHIO 
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Geo. J. Macklin Wins Cup Second Time 
At Central States Hardware Golf Party 


The Central States Hardware! net of 69. Ties for first low net 


Club recently held its J0th| were: Wilbur Higgins, 


annual golf party at the Tam) line, Inc., and Paul Godell, Avery 
O'Shanter Country Club in Chi-' Corp. Other leading scorers in- 
Edwin 
Hines Lumber Co., 70, first low 
Lawn 


attended cluded: J. Olmstead, 


and guests who played golf. Din- 


cago, by 80 members 


Bull, 
70, 


Eclipse 
second low net; 


£Toss ; M. 
Mower Co., 
R. Martin, 
second low 
Pritzlaff Hardware Co., 71, third 


low net: Robert H,. Gates, 
third low net; W. S. Cook, Chi- 
copee Mfg. Co., 71, third low 


net; John Dau, Hibbard, Spen- 
cer, Bartlett & Co., 890, 


tross; Vince Sheridan, Sager 
Lock Works, 81, fourth low 
cross: L. Ewing, Arvey Corp., 
(3, filth low net; Harold Sher, 
Sher & Peachin, 73, fifth low 
gross; and Jose M. Reynolds, 


Cincinnati Tool Co., 87, fifth low 





«ross. Blind Bogey awards with 

a score of 75 were won by the 

GEO. J. MACKLIN following who were in a tie: 

A. G. Busch, Busch Sales Co., 

ner and lunch had 130 in attend-| len Dietz, Wolff Parker Co., 
ance. Will J. Feddery, central regional 
Geo. J. Macklin, Sager Lock | sales manager, Harpwace AGE; 
Works, won the Club Cup for| W. L. Hochschild, R. E. Dietz 


the second time with a first low! Co., Ed McCann, J. Wiss & Sons 


NATIONAL PRESSURE other materials to assist them in 
COOKER DISPLAY 


CONTEST 


making up the window displays. 
Any dealer wishing to enter the 
a photograph of 


contest sends 


Centered about the theme, the Presto window display show- 
“Presto cooking means Kooler ing the line of cookers and can- 


a nationwide window ners set up in his store, to the 


Kitchens”, 


display contest is being spon- National Pressure Cooker Co. be 
sored by the National Pressure fore the end of the contest on 


Cooker Co. A total of $2,000 in Aug. 31, 1948, 


prizes is offered by the company ——_—. 


o dealers i vo classes. For the 

to dealers in ty i r the . © meee eee 
E. T. FRAIM LOCK 
BOARD CHAIRMAN 


best window displays submitted 
by hardware and appliance stores 
a first prize of $250, second prize 
of $150, third prize of $100 and 
10 additional prizes of $25 each 
are offered. For department or 
general stores the same first three 


Samuel R. Fraim, long associ- 
ated with the E. T. Fraim Lock 
Co., Lancaster, Pa., and its presi- 
dent since 1921, has been elected 
chairman of the Edward 
T. Fraim II, who has been with 
the company since 1934, late the 
vice-president and treasurer, has 


ee ee — x 0) i- 
prizes are offered with 20 addi board. 


tional prizes of $50 each, 


Dealers have been supplied 


with window streamers, top-of- 


cooker displays, pennants and 


86 


Jr., Star- 


Sher & Peachin, 74, 
gross, John Pritzlaff, 


5 


third low | 


Co., Wm. F. Schmidt, The Yale 
& Mfg. is. “Tas Neal 


© &e : 
| lurner, Eclipse Lawn Mower Co, 





Towne 


The committee in charge of the 
party were: Frank J. Koch, Me- 
Kinney Mfg. Co., chairman, 
assisted by Rollin B. Plumb, Eagle 
Industries, Inc., vice-president, 
Geo. H. Beaudin, J. Wiss & Co., 
A. J. Egeleston, Richards-Wil- 
cox Mfg. Co., W. M. Olsen. Lam- 
son & Sessions Ben 
The Carborundum Co., secretary; 
J. A. Billings, Payson Mfg. Co., 
treasurer; and Andrew R. Meyers, 


Co., Leve, 


General Hardware Co., president. 

The club’s future activities tor 
1948 include a party 
Tuesday, Sept. 7th in the [llinois 


dinner 


Room, LaSalle Hotel, Chicago 
and the eighth annual dinner 
| party, Sunday, Oct. 17, Trimble 
| Hall, Claridge Hotel, Atlantic 
| City, the evening prior to the 
opening of the joint convention 


| of the American Hardware Manu- 
| facturers Association and the Na- 
| tional Wholesale Hardware Asso- 


ciation, 

The club will again sponsor a 
Special Train from Chicago to 
Atlantic City, leaving Saturday, 
Oct. 16th 2:30 P.M. the 
Pennsylvania Railroad. Train 
schedule and stops will be issued 


at on 


at a later date. 


eral manager. M. M. Fraim has 
been elected secretary and treas- 
urer. James E. Leonard, formerly 
the Lockwood 
Reading Hardware 


connected with 
Co., and the 


Co., has been named sales repre- 


sentative in charge of promo- 
tional development for both 


builders hardware and the pad- 


lock and night latch divisions. 


RHEEM APPOINTS TWO 
NEW VICE-PRESIDENTS 
Clifford V. 


appointed 


Coons has been 

in 
M. Green 
named 


vice-president 
charge of sales and G. 
wood has been vice 
president and treasurer of Rheem 
Mfg. Ge. 570 Ave., 
New York City, it was announced 


recently. 


Lexington 


Joining the Rheem company 
in 1934 as a timekeeper at the 


been elected president and gen- Richmond, Cal., plant, in 1939, 


Mr. Coons to the rank of 
manager of the Houston, plant 


In 1941 he went to New York as 
of 


rose 


container sales 


manager and 
since 1945 has been genera 
manager of sales. He will cor 


tinue to make his headquarters 
in New York, 

Mr. joined 
the Rheem company 1941 as 
treasurer, was made a member of 


Greenwood, who 


In 


the board of directors later that 
He will to be 
located in the company’s Sar 


Francisco offices, 


year. continue 


BOB MUELLER WINS CUP 
AT HARDWARE TRADE 
ASS’N. GOLF TOURNEY 
The Championship Cup at the 

golf tournament held the 
Hardware Trade Association, Up- 
per Montclair Country Club, Up- 


DY 


per Montclair, N. J., was won 
by Bob Mueller with a 74, 
The dinner was_ served at 
7:30 P.M, with 35 members and 
guests present. Other winners 
were: 2, runner up, member Joe 
Walker, Buffalo Bolt Co., 77: 3, 
low gross, member, Charles Mer 
ritt, Read Mfg. Co., Erie, Pa, 
98; 4, low gross, member, run- 
ner-up, B. F. McCreary, 99: 5, 
low gross, guest, Ed Ne N‘chol- 
son File Co., 85: 6, low net, 
guest, Bob Mizar, American Steel 
& Wire Co., 71: 7, hich gross, 
member, Carl Bunker, Diamond 
Expansion Bolt Co., 127: and 8, 


high gross, guest Herb Mills, 143. 
AIRCRAFT VENETIAN 
BLIND APPOINTS CEN. 

SALES MANAGER 
oO: & 
pointed general sales manager of 
the Artcraft Venetian Blind Mfg 

(o,, St. Pittsburgh and 


| 


Chicago, it has been announced 


been ap- 


Patterson has 


Louis, 


recently, 
In addition to the appointment 
of Mr, 


pansion 


ex- 
the 


and the 
force 


company plans to embark shortly 


Patterson 


in our sales 


on an aggressive advertising 
campaign designed to the 
Artcraft brand to the consumer 
as well as to the trade 
Mr. Patterson was formerly 
associated with Diagraph-Bradley 
Industries, Inc., where he was 
sales manager. He _ serve with 
the armed forces during the war. 
HARDWARE AGE 
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MARKLEY CORP. NAMES 
TOWSEND, SALES MGR. 


J. H. Townsend has _ been 
appointed sales manager of The 
Markley Corp., Plainville, Conn. 

Mr. Townsend has_ resigned 
from the Silex Company where 
he succeeded Mr. Moore as sales 
manager upon Mr. Moore’s resig- 
nation last November to accept 
his new post with Markley. 

Mr. Townsend has had many 
years of sales and marketing ex- 
and developed a 
very wide acquaintance through- 
out the country in the trade and 
business fields, 


perience has 


HARRIS POPPLEWELL 
EAST DIV. SALES MGR. 
FOR GENERAL DETROIT 


Two new appointments within 
the Detroit De- 
troit have been announced. 

Robert L. Weir will succeed 
Harris Popplewell head of 
the corporation’s Canadian sub- 
The Detroit 


General Corp., 


97 


as 


sidiary, General 


Corp., Canada, Ltd. Coincidental | 


with the new appointments, the 


Canadian Corporation is trans- 
ferring its sales headquarters to 


its new factory location in 
Windsor. Branch offices will still 
be maintained in Toronto, Mon- 
treal, and Winnipeg. 


Mr. Weir formerly held the 


position of assistant sales man- 
ager in charge of the extin- 
guisher division, He joined the 


corporation about five years ago, 
having previously been engaged 
in work with the Van 
Dresser Specialty Corp., manu- 


sales 


facturers of auto parts and ac- 


CeSSOTIES, 


Mr. Popplewell will become 
eastern division sales manager 
for the United States, Before 
joining The General Detroit 
Corp., in 1947, he was for a 
number of years an officer of 
the First Canadian Army. Before 
the war, he was associated with 
the Canadian National Carbon 
Co., and also served as director 
of sales for the Calcutta, India, 
branch of United Battery Dis 
tributors, Ltd. As eastern division 


sales manager, his territory will 
include Eastern New York State. 
New Jersey, Pennsylvania, Mary 
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| land, 


Delaware, and the New 
England States. C. W. Abele will 
remain as regional sales manager 
in charge of the corporation’s 
New York Office, and will 
sume responsibility for the man- 
agement of General Detroit's 
division. 


as- 


export 


E. W. DRODY ELECTED 
V.P., GENERAL MANAGER 
FRANK T. BUDGE CO. 

E. W. 


manager of The S. 


Drody, formerly sales 


B. Hubbard 


| (o., hardware wholesalers, Jack- 


sonville, Fla., has been elected 
vice-president and general man- 
ager of Frank T. Budge Co., 


Miami, Fla. 





DRODY 


We 


r. Drody has been associated 
Hubbard from 1936 until 
when he entered the army 
attained the 
to 


as 


M 
with 
1942, 
as a private 
rank of major. He 
Hubbard in 1946 and 
assistant manager of the general 
ad- 


vanced to manager of the general 


and 
returned 
acted 


hardware department: was 


hardware department and finally 
was made sales manager. 


BORG-WARNER APPOINTS 
W. S. LAW, GENERAL 
SALES MANAGER 


Blood, 


division 


Howard E. president 
of the Norge of 


Warner Corp., recently announced 


Borg- 


several important personnel 


changes in the company’s sales | 





department, 

H. L. Clary was named direc- 
tor of sales, and W. S. Law, be- 
came general sales manager. 

At the same time, Mr. Blood 
announced the resignation of 
R. W. Gifford, vice-president and 
assistant general manager, and 
the retirement of M. G. O’Harra, 
director of 


vice-president and 


sales. Mr. Gifford is also chair- 
man of Borg-Warner Interna 


tional Corp., and will retain that 
association. 

Mr. 
appliance 
when he 
Hommel 
company, 


the 
1927 
Ludwig 
This 
all Norge 
distributors, received the Norge 
franchise in 1929. Mr. Clary, fol- 
lowing service with the War Pro- 
duction Board in Washington 
during the war, joined the Norge 
factory organization in 1945, and 
has risen through several impor- 


been in 
since 

joined the 

Pittsburgh. 


Clary has 


busi ness 


Co., 


oldest of 


tant sales posts since that time. 

Mr. Law follows Mr, 
into the general sales manager 
post, after serving for more than 


Clary 


two years in the key position 
of refrigeration sales manager. 
Mr. Law also worked for a 


Norge distributor before joining 
the factory organization. He be 
associated with Reinhard 
Co., Ine., Minneapolis, in 


served 


came 
Bros. 
1929 
colonel in the air forces during 
the war, and Norge in 


March, 1946. 


as a_ lieutenant 


joined 





matters 


| South 


Mr. Gifford is now en route 


to England to attend to business 
Borg-Warner 


for Inter 





| national. He is considered an 
H. L. CLARY 

outstanding authority on wor 

trade in export cire les. He be 


came associated with the Borg- 
Warner Corp, in 1931 as assistant 
to the president, organized the 
department — in 

Inter- 
He has 


Norge export 
1933, Borg-Warner 
national Corp, in 1934. 


been top executive of this divi- 


and 


sion since its inception. 


H. L. FRENSDORF NAMED 
GENERAL SALES MGR. 
LANCASTER PUMP 

H. L. Frensdorf 
pointed general sales manager of 
Pump & Mfg. Co., 
Pa. Mr. Frensdorf 


7 years contacting dis- 


has been ap- 
Lancaster 
Lancaster, 
has spent 2 
tributors of pumping equipment 
and water and is well 
known throughout the 
During the past 26 years he has 
district manager for the 
Myers & Bro. Co., in most 
of Ohio. 


systems 
trade. 


been 
F. E. 
territories west 


WM. WEISS SALES AGENT 
FOR UNITED BRUSH IN 
SOUTHERN COUNTRIES 


William Weiss 101 Park 
Ave., New York has been 
appointed sales representative 
United Brush Manufactories 
Central and South America 
Africa, Hawaii, The Phil 


ippines and Puerto Rico, 


Co., 
City, 


for 
in 





TRY THIS SURE WAY 


TO INCREASE SALES 
with 
BRISTOL FISHING TACKLE 


BrisToL Fishing Tackle is popular fishing tackle... 
fishing tackle that sells fast. For many decades, 
fishermen have found BrRISTOL’s superb rods, reels 
and lines representing finest quality, finest values. 
This year, this BRIsToL leadership is especially pro- 
nounced. It’s a leadership that fishing fans are quick 
to appreciate . . . and act upon . . . wherever this 
ultra-modern tackle is on display. BRISTOL originated 
and is today’s largest producer of high grade steel 
rods. Every item of Bristot Tackle is BriIsToL- 
Made. That’s why you can recommend and feature 
this tackle with confidence . . . why it provides you 
such a sure way to increase sales among your fishing 
friends. 





Bristol Seamless Tubular Steel Casting Rod No. 53 


> 


This handsome “‘sales winner”’ is sturdy and ideal for accurate 
casting both by novice and veteran. Note these specifica- 
tions: Two lengths, 5 and 5% feet. Aluminum die-cast 
“Set-Tite’”’ handle, anodized green with “‘specie’”’ cork grip 
and white tenite forward grasp. Chromium butt plate. White 
tenite adaptor. Seamless steel blade finished in artillery 
green enamel. Chromium plated “Belmar” guides. Light green 
silk windings. Comes in dark brown, best grade, cloth case. 








THE HORTON MANUFACTURING ©O 


Baistort, CONNECTICUT 


FISHING RODS 


. a 
REELS + LINES y 
\ : J 
\ / 
Regularly “Alzo Makers of 
Advertised BRISTOL 
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| had extensive training in the 


MA1tTHEWS REPRESENTS | research, Chase Brass & Co, 


INLAND STEEL CO. |Co., Cleveland, Ohio, and Fred. 
Inland Steel Products Co., | erick J. Robbins, manager, Sierra 
Milwaukee 1, Wis., formerly Mil- | Drawn Steel Corp., Los Angeles, 
cor Steel Co., has announced | €al., were nominated rr twe 


year terms as national trustees 
of the ASM. 

When elected, Dr, Work wil] 
succeed Francis B. Foley of 
| Philadelphia, Midvale Corp., ex. 
| ecutive. 

DOW CHEMICAL 

PROGRAM OF PRODUCT 

EVALUATION 


The Dow Chemical (Co., Mid 


land, Mich., has introduced the 


the appointment of Gordon W. 
Matthews as sales representative | 
in the southeastern portion of 
the United States. 


Dow Plastics evaluation progran 
in the interest of up-grading the 
quality of plastic products and 
establishing a means of identify 
ing such products for the ec 
sumer. 

The major part of the progran 
concerns Styron because of 
wide use in housewares and toy 
fields. The six-point program in 
cludes: technical evaluation of 





Styron products, consumer test 
ing, revolving buyer panels, tech 


GORDON W. MATTHEWS 


nical assistance to molders, di 


He joined Inland Steel Co. "ect merchandising help and the 


and after a year’s training was 
transferred, in the capacity of 
development engineer, to Inland’s 
subsidiary, Milcor Steel Co. 


issuance of labels which molders 
may use on their Styron products 
as a “hallmark of conthdence” for 
the consumer. 


From 1941 to 1946 he served To complete the  evaluatior 
with the Ordnance Department Program a number of editors 


of the U. S. Army, returning to Were interviewed as to how to 
| Milcor as plant engineer after contact the consumers, 


The re 


his discharge from the service. Sult was the setting up of ed 


In addiiton to his experience in | itorial panels the first of wh 


| production, Mr, Matthews has will take place in New York 


City in Sept., to conside 


sales division. His headquarters discuss new toys, Notification of 
will be at Atlanta, Georgia. the date will be sent to editor 
ea who would logically be inter 
ested in toys. Panels will operate 
H. K. WORK NOMINATED P : ; 
the same as buyer panels 


PRES. AMERICAN 
METAL SOCIETY 


Dr. Harold K. Work, manager from the plastics me ndising 
of research and development of | section of Dow wi 
the Jones & Laughlin Steel 
( orp., and vice-president of 
ASM Pittsburgh, has been nom- 
inated for the office of president 
of the American Society for 
Metals, 7301 Euclid Ave., Cleve DR a li cata 
‘ g in 
land, by a committee of the of 


representative from the tech 
evaluation committee and_ one 


the meeting. 
A Styron label 

plied to molders bys Dov nas 
been designed and a 
it appears in the display, The 
identifying evaluate Sty 
21,000 members of that interna- products ore 
tional body. Four other of the ee 
nation’s prominent metallurgists ‘ 

; BLACKNEY ADVANCED 
posts of vice president, sec retary BY U. S. RADIATOR 


and two trustees. All nominations Victor W. Blackney 

ire for 1948-1949. assistant general ma 

Dr. Arthur E, Focke, research | sales, has been appoint é 
metallurgist of the Diamond | of sales in the Distri! 
Chain & Manufacturing Co., In- | vision of United States 
dianapolis, Indiana, was nom-|Corp., 300 Buhl Bldg 
inated for vice-president of the | it was announced re 


have been nominated for the 


Society. W. H. Eisenman, present Mr. Blackney _ start wit 
| secretary, was nominated for his | United States Radiator 19l¢ 
16th consecutive two year term | worked his way up through th 

in that office, having first been | products distribution department 
| elected in 1918, Dr. Harry Croft. | and served as product man 


Golf Clubs | director of technical control and | ager from 1931 to 1946 
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Football Equipment 
1948! 


Here's your official college football that meets all the spe- 
cifications of weight, shape, ruggedness and quality 
leather, and there are five other models in all price ranges 
from the college or pro down to the scrimmage enthusiast. 
Here, too, are the helmets and shoulder pads that sporting 
goods and hardware dealers should be 
stocking for Fall profits. Ask your jobber 
for quotations on “Globe’s complete 1948 
line of football equipment.” Your cus- 
tomers will ask for it by name. 


GLOBE SPORTING GOODS MFG. CO. 


251 CAUSEWAY STREET > BOSTON 14, MASS. 
Offices in New York, Philadelphia, Chicago and Los Angeles 


JULY 29, 1948 


FREDERICK JOHNSON 
NAMES OREGON AGENT 


Frederick Johnson Co., Smith 
Tower, Seattle, Wash., an- 
nounced the appoinmtent of 
Louis R. Pechstein 
for Oregon, to cover the hard- 
ware, industria] 
trades, working Portland. 


has 


as salesman 


and 
from 


automotive 





LOUIS PECHSTEIN 


BROCKPORT FACTORY 

PURCHASED BY G. E. 
The General Electric Co., 1285 
Boston Ave., Bridgeport 2, 
completing negotia- 
tions to 80,000 
square-foot factory in Brockport, 
it has been announced by H. L. 
Andrews, vice-president in charge 


Conn., is 
purchase — an 


of the company’s appliance and 

merchandise department, 
Nearly 500 persons ultimately 

will be employed in the plant. 


The plant, owned by Standard 


Brands, Inc., was built in 1946 
and used briefly in food pro- 
cessing. It will be used by 
General Electric for the manu- 


facture of electrical appliances. 


MAHOGANY COLORED 
STRUCTURAL GLASS 
AGAIN ON MARKET 

Production started re- 

cently on the mahogany Vitro- 
lite in the Parkersburg, W. Va., 
plant of —Libbey-Owens-Ford 
Glass Co., according to C, Ed- 
ward Johnson, manager of Vitro- 
lite sales. Shipment to distribu- 


was 


tors now is underway, 


This structural glass product 


is now being made in eight 
colors, including white, black, 
peach, light gray, jade, red. 


cadet blue and mahogany, Other 
colors will be added as produc 
tion including 
polished ivory. 


facilities permit, 

Mahogany Vitrolite is particu- 
larly popular for storefronts be- 
cause of its deep richness, It is 
being made in the one thickness 
of 1140 of an inch and is mech- 
and 
This structural glass in mahog- 


anically ground polished, 


90 


| teriors 


any also is popular for corridors, 
vestibules and other building in- 
including bathroom and 
kitchen walls and ceilings in 
private homes. 

Structural giass is especially 
practical because its rich colors 
are permanent, being inherent in 
the glass itself. The smooth sur- 
ace will not absorb liquids that 
give off unpleasant odors. 

A. R. CRANKS NAMED 
THREADWELL TAP & DIE 
DISTRICT SALESMAN 
The appointment of Albert R. 
Cranks as district representative 
for the territory of western Penn- 
sylvania, New Jersey, Delaware, 
Maryland and District of Co- 
lumbia, for the Threadwell Tap 


| 





CRANKS 


A. R. 
& Die Corp., Dayton, Ohio, has 
been announced, 

Mr. Cranks joined Threadwell 
after 16 years experience in the 
tap and die industry and_ will 
the Threadwell distribu- 

his area on their 


serve 
tors in tap- 


ping problems, 


RUBBER & ASBESTOS 
WORKS INSULATION DIV. 
OF PARAFFINE COS. 


Plant Rubber & Asbestos 
Works, for many years a cor- 
poration wholly owned by The 
Paratline Companies, Inc., has 
officially become the Insulation 


Division of Paraffine. The plant 
was established in 1898. 

R, H. Chase, will be the man- 
ager of Parafline’s Insulation 
Division. He was formerly vice 


president and general manager 
of Plant and will continue to 


administer the policies of the In- 
sulation Division from Paraftline’s 


home office at 475 Brannan 
Street, San Francisco. 
Mr. Chase emphasized that 


the insulations marketed by the 
‘Pabco’ Division will be identical 
in specifications and standards to 
manufactured the 
**Plant’’ trade-mark. | 


those under 


familiar 


These will include Pabco ‘Preci- 
sion-Molded’ 85% Magnesia In- 
sulation and Prasco high tem- 
perature insulation. They will 
continue to be manufactured at 
the company’s factories at Red- 
wood City and Emeryville, Cal. 

Mr. Chase further explained 
that this change is 
change in brand name and com- 
‘Plant’ to 


simply a 
pany name—from 
*‘Pabco’, 

Mr. Chase came to Plant Rub- 
ber & Asbestos Works 17 years 
ago, serving as vice president 
and general manager during the 
past 10 years, 

Mr. J. C. Voiles, who has been 
with Plant for 15 years, will 
Mr. San Fran- 
cisco as regional manager for the 


assist Chase in 


and nation- 
ally as staff assistant in connec- 


*acific Coast, serve 


tion with engineering functions. 


J. V. WHITE APPOINTED 
N. Y. DIST. SALESMAN 
James V. 

sistant to 

General 


White, formerly as- 
the manager of the 
Electric © Company's 
automatic blanket and sunlamp 
been appointed a 
New York district sales represen- 


division, has 
tative, it has been announced. 

Mr. White, who became 
resentative for G-E 
heat lamps, foot-warmers, heat- 
ing pads and heater in metro- 
politan New York and northern 
New Jersey, joined the company 
1929, 
the ac- 


rep- 
sunlamps, 


at Bridgeport, Conn., in 


He was connected with 
counting and 
until 1936, when he 
assistant to the manager 
of the household appliance di- 
visions and then to the manager 
of the home laundry equipment 
division, 


advertising divi- 


sions be- 


came 


During the war he was a prod- 
uct technician and a 
member of the Pioneer Products 
division engaged in the 
facture of heated flying equip- 
ment for the A, A. F. 

He has 
manager of 
blanket and 
1945, 


service 


manu- 


the 
automatic 


assistant to 
the 
sunlamp 


been 


division 


since 


F. F. TIFFANY HEADS 
REYNOLDS DAYTON 
SALES DISTRICT 
F. F. Tiffany has recently been 
selected manager of the Dayton, 
Ohio, district of the Rey- 
nolds Metals Co., 2500 S. Third 
St., Louisville. Mr, Tiffany served 
as district manager of Reynolds 


sales 


Nashville, Tenn., sales district 
office since 1947. He = succeeds 
Alan D. Tate, who has resigned 


after three years as manager of 
Reynolds Dayton district 
at 1339 Third National 
Building. 

Mr. Tiffany will handle sales 
of all 


office 


Bank 


Reynolds Aluminum Di- 


vision mill products, The Dayton 
sales district includes the follow. 
ing counties in Ohio: Mercer, 
Auglaize, Logan, Shelby, Drake, 
Miami, Champaign, Preble, 
Montgomery, Clark and Greene. 

Mr. Tiffany joined Reynolds 
in 1947, after his release from 
military service. He also served 
as assistant traffic manager with 
the Kingsport Press, Inc., Kings- 
port, Tenn., from 1935 to 1942. 
MELL-HOFFMANN SELECTS 

FOUR SALESMEN 

The appointment of four new 
regional sales representatives for 
Mell-Hoffmann Mfg. Co., Chicago, 
has been announced by William 


E. Mell, president. Burke, Hoe- 


bel & West, 1176 Merchandise 
Mart, Chicago 54, will handle 
the states of Kentucky, Indiana, 
Illinois, Wisconsin, Minnesota, 
and the upper peninsula of 
Michigan. Winfield J. Wenger. 


208 East Graisbury Avenue, Au- 
dubon, N, J., will serve the ter- 
ritory including metropolitan 
Philadelphia; Buck’s, Chester & 
Montgomery Counties in Penn 
sylvania; the state of Delaware: 
and that portion of New Jersey 
including Trenton and all south 
of Trenton, Steve Palmer, 3102 
Roswell Road, Atlanta, Georgia, 
will have the area of North 
Carolina, South Carolina, Flor- 
ida, and Georgia, in addition to 
the portion of Tennessee east of 
the River 
Knoxville and Chattanooga. Todd 
Brothers, 7-D 2nd Unit Santa 
Fe Bldg., Dallas 2, Texas, will 
handle Louisiana, Arkansas, Ok- 
lahoma, (with the 
exception of El] Paso). 


Tennessee including 


and Texas 


ROBERT KECK TRAVELS 
PENNSYLVANIA DIST. 
FOR PYRENE COMPANY 
The Pyrene Mfg. Co., Newark, 
N. J., has appointed Robert H. 
Keck, wartime Navy ensign as its 
sales representative in the eastern 


Pennsylvania district. 


Mr. Keck, covers a_ district 
which includes Allentown, Easton, 
Bethlehem, Harrisburg, York 


Williamsport and 


time he 


Lancaster, 


Johnstown. At was 


one 
a promotional salesman for Swilt 
& Company, Easton, 

J. C. TANSEY COVERS 
AREA FOR CHATTANOOGA 
IMPLEMENT & MFG. CO. 
- Re has 
pointed representative in 
Maryland, Delaware, District of 


Tansey been ap 


sales 


Columbia and that part of New 
Jersey including Trenton and 
Atlantic City and _ southwest, 


Eastern Pennsylvania, east of but 
not including Uniontown, Mé 
Keesport, Pittsburgh and 01 
City for Chattanooga Implement 
& Mfg. Co., Chattanooga 6, | enn 
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MAYTAG APPOINTS 3 

REGIONAL MANAGERS 

The Maytag Co., Newton, Iowa, 
has announced the appointment 
of three new regional managers. 
They are Paul J. Schmitz, who | 





PAUL J. SCHMITZ 


| and chemical 





has taken over 14 counties in 
northeastern Wisconsin, and 
Charles M. Redfern and William 
A, Oden who have been assigned 





REDFERN 


CHARLES M. 


| created 


| president and 


| elected treasurer and Miss O. H. 


fields while Oden 
has sold furniture and electrical 
supplies. Mr, Redfern will repre- 
sent Maytag in the west central 
part of North Carolina and Mr. 
Oden the eastern part. 





ODEN 


WILLIAM A. 








AMERICAN FORK & HOE 
ELECTS OFFICERS 
The American Fork & Hoe} 
‘o., has announced the election 
of officers at its annual meeting 
at Cleveland, Ohio. 


Walter W. Rector, former vice- 
president and merchandise di- 
rector, was elected to the newly 

office of executive vice- 
president and general manager; | 
A. F. Fifield was re-elected presi- | 
dent; J. C. Goddard former | 
secretary, was elected vice-presi- 
dent and secretary; Mr. John 
QO. Findeisen was re-elected vice- 
general sales 
manager; L, H. deForest was 
Walther, assistant secretary, A. W. 
Ferguson, former vice-president 
and treasurer, and W., Withing- 
ton, former vice-president an- 


nounced their retirement, 





The company’s history dates | 


back more than a hundred years. 


| When incorporated, it succeeded 


territories in North Carolina. 
All three men are World War II 
veterans and have been indoctri- 
nated in Maytag policies at the 
factory and home office in New- 
ton, 

Mr. Schmitz was formerly sales 
and advertising manager with the 
All-State Supply Co., Willmar 
and at one time was associated 
with the Coca-Cola Bottling Co. 
there. His headquarters are at 
Wausau and he works out of the 
Minneapolis Branch of The May- 
tag Co, headed by R. W. Weed. 

Messrs. Redfern and Oden are 
working out of the Maytag Rich- 
mond Branch, headed by W. G. 
Wilks. Mr. Redfern has had sales 
experience in the life insurance 
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a New Jersey corporation of the 
same name which had been or- 
ganized in 1902 and which, in 
turn, had succeeded another busi- 
ness which had been established 
than a century ago. The 
company owns and_ operates 
eighteen factories, 


more 


PRODUCTION FACILITIES 
UNDAMAGED BY MASTER 
METAL PRODUCTS FIRE 
Master Metal Products, Buf- 
falo 4, N. Y., recently suffered 
a $100,000 loss resulting from a 


fire. The damage was confined to |PHOENIX MANUFACTURING 


the warehouse and offices. None 
of the production facilities op- 
erating in two adjacent buildings 
were affected, 


| 
' 


HEAT TREATED 





Designed for precision work . . . drop forged 
for tough service . . . finished to sell on sight. 
That’s the Phoenix Hammer. Four grades 

are now available ranging from the Phoenix 
DeLuxe with full polish (including under side 
of claw) to the No. 3 with plain oxide finish 
except for finished face. Claw, rip, ball pein 
and bricklayer’s models are ready. For the 
finest hammers you can stock . . . and the 
finest hammers your customers can buy «ee 


get the Phoenix line. 


JOLIET, 
ILLINOIS 


A 


CATASAUQUA, 
PENNSYLVANIA 


COMPANY 





Js 











HARDWARE BRIEFS 








ARKANSAS 
The H. E, Shipp Lumber & 
Hardware Co., Salem, has closed 
its business and its stock has 
been transferred to Mr. Shipp’s 
store in Pocahontal, Ark. 


Victor Larsen & Sons have re- 
modeled the Park Rapids Hard- 
ware after purchasing the build- 
ing from R, R. Bartosch, 


J. A. Wilson, operator of the |} 


Wilson Hardware Co., has sold 
his store to Mr. & Mrs, George 


Fultz, Bearden, 


ALABAMA 
Belview Paint & Hardware Co., 
1652 Bessemer Road, Birming- | 


ham, has been purchased by Mr. 
& Mrs. E. F. Cottingham, and | 
J. E. Harless. 


CALIFORNIA 
Clayton Fisher and Marie 


Fisher have organized the Bay 
Park Hardware & Tin Shop, 
4112 Napier St., San Diego. 
—-———— | 

The Shorrocks’ Hardware Co., 
the oldest hardware 
Cal., has 
location at 


said to be 
store in Sacramento, 


new 


moved to its 
918 J. Street. 

The first Shorrocks’ store was 
opened at 712 J. Street, about 
68 years ago, and has been at} 
its present location, 818 J. Street, | 
for 29 years. 

The new store will have a| 
solid 40-foot glass front, and | 
will be completely modern inside 
and out. 


Callanham Hardware Co., 139 
S. Western Ave., Los Angeles, | 
has been founded by Robert and 
Walter Callahan and Wilson A. 
Pratt. 

COLORADO 

May Moran’s Hardware & Sup- 
ply Co., Lamar, has moved to a 
new location and has opened a| 





modern retail hardware store. 
GEORGIA 
Higgins Brothers Hardware 


Co., opened business recently in 
a new location at 216 North 
Hamilton Street in Dalton, 
Georgia. The hardware store, has 
according 
co-partner 


enlarged its services, 
to Dan Higgins, Jr., 
in the business with his brother, 
Spence Higgins, 

H. O. Schilling, hardware mer- 
chant of Marietta, Georgia, has 
been appointed as a member of 
the Marietta beard of lights and 


waterworks, 
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MAINE 

King & Dexter Co., Portland, 
Me., 83 year old firm, has been 
purchased by Roy T. Wilcox and 
James E. Mosher, the former 
serving as president and treasurer 
and the latter as vice-president. 


Mr. Wilcox said that the business | 


will continue as in the past, serv- 
ing southern and central Maine. 
Some major lines of national con- 
cerns are to be carried. Asso- 
ciated with King & Dexter from 
1927 to 1935, Mr. Wilcox re- 
turned to the store last August. 


| For 10 years he was a New Eng- 


land salesman for the paint divi- 
sion, E, I. Dupont de Nemours 
& Co., Wilmington, Del. Mr. 
Mosher has been connected with 
the field for 


20 years. 


automotive service 


MINNESOTA 
Ray Spande and Don Dvorak 
have opened a new hardware 


store in Glen Lake, 


Harry Carlson and Alton Ben- 
son have recently added a show- 
room for machinery and a mach- 
ine shop repair room to their 
Oglive store, 





" Wises 
K. O. Christianson has recently 


opened a Marshall-Wells store in 
Mankato at 424 S. Front St. Mr. 


Christianson is a former sales 


| representative who headquarters 


in Mankato for many years. 


NEW YORK 
The Pastuf Hardware Store, 


James St., Syracuse, was nearly 
destroyed by a recent fire. John 
Pastuf the store with 
his brother Ted. 


operates 


SOUTH CAROLINA 
Community Hardware & Gro- 
cery Pelzer, been or- 
ganized with James F. Thompson 
as president. 


Co.., has 


TEXAS 


A formal open house for the 


| re-opening of the B, F. Langford 


& Sons hardware store, Bandera 
was held recently. Johnny Lang- 
ford is manager of the new store. 

Owen H. 
has_ recently 
terest in the Lampasas Hardware 
Co. Mr. Mehrens, who has been 
district manager for  Interna- 
tional Harvester Co., Houston, is 
H. H. Mehren’s brother. Mr. 
Mehrens with Col. T. W. Twad- 


del, Jr., has operated the store 


purchased an_ in- 


for the past year, 


Mehrens, Columbus. 


CENTURY DRILL DISPLAY 
CABINET CONTEST 

Century Drill Works, 322 S, 
Green St., Ill., is 
| sponsoring a display cabinet con- 
test, closing date of 
Oct. 1, to obtain an effective de- 
sign for a counter or wall cabinet 
which of general ap- 
peal to retailers of hardware and 


Chicago 7, 


would be 


automotive supplies for display- 


contest is open to anyone in the 
United States except employees 
of the company, its affiliate con- 
cerns and its advertising agencies, 

Entries may be submitted in 
the form of full size models, scale 
sketches. 


dimensions 


| models, drawings or 
Full 
should accompany all entries but 
details of ma- 


are 


details as to 


construction or 
terials not 
such details are pertinent in one 


end results. 


necessary 


way or another to 


Entries bearing postmarks later | 


than midnight Sept. 30, will not 
be eligible. 

The judges including: H. N. 
Brown, Hibbard, Spencer, Bart- 
lett & Co., Chicago: A, Osborne, 


Marshall Field & Co., Chicago: 
| Rudolph A. Koller, merchandise 
service, Ace Hardware Stores, 


Geneva, Ill.: T. C. Cinak. Spiegel, 


Inc., Chicago: and Robert Moore. 


C, C. Fogarty Co., Chicago, ad- 
| vertising, will study all entries 
| and select the five which are 
considered the most outstanding. 
The five entries will be turned 
over to a_ professional model 


maker who will make a finished 
full scale model of each, These 


models will be inspected by the 


W. Ed White, operator 


which is | 


ing and selling twist drills. The | 


unless | 


oO of W. E. White Hardware 
eden, Utah, who won the Utah all-around trap sho 
the P.I.T.A. four day tournament which closed in Salt 


| judges and voted upon in seers 
| ballot. The iaiies « hina 
| be the one which has the tine 
merit from a standpoint of », 
tail merchandising display 4 
stock carrying features and th 
designer will receive a $50 
series “E” bond.. 


MID-WEST SALESMAN 
SELECTED BY AMERICAN 
SWISS FILE & TOOL 
Frank E. Shurts, 


esident ( 
American Swiss File & Ty 
Company, Elizabeth, N. J.. ha 
} announced the appointment 
Harry C. Goodale, Jr.. as ¢} 
company’s Middle Western sak 
representative, Mr. Goodale, wi 
has recently completed a cours 
of training in the factory 
Elizabeth, will make his hea 
quarters in Detroit. 
Mr. Goodale has had mar 


| years of experience in both sak 
| and shop work. He was former 


sales manager of Lord-Tabe 
Company, Inc., in Canandaigu 
N. Y., and prior to that was e1 
ployed in the experimental d 
vision, Bell Aireraft Corp., ar 
by the Chevrolet M. & A. D 


vision, General Motors Corp, 
A. S. FRIEDMAN JOINS 
ARNESTO PAINT SALES 
Arthur S. Friedman, formerly 

associated with The Keystone 

Varnish Co., and the Pittsburg! 


Plate Glass Co., has recenth 
joined the Metropolitan sales d 
vision of the Arnesto Paint 
Co., Inc., 546-55 West 46th & 
New York ( itv, 19. He wil 


| cover the Bronx and Westchester 
} County. 





Co., 
ting at 


Lake 


City recently, is a contender for the Utah ATA event in 
Ogden this fall. He tied for the state singles, handicap and 


doubles crowns. 
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on in secret In every issue of Popular Mechanics we're running a full-page color 
cabinet wi ad like this to remind our 4% MILLION readers —busy, creative men 


= who are big buyers of tools and hardware —that BRANDED merchan- 


oint of re 
display ar dise, bought at the HARDWARE store, is BEST. 
res, and th 


- o- ... Popular Mechanics Magazine 
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SARGEANT DIRECTS N. Y. 
SALES DIVISION FOR 
REYNOLDS METAL 

F. L. Sargeant has recently 
been appointed manager of the 
New York sales division of 19 E. 
ATth St., of the Reynolds Metals 
Co., 2500 S. Third St. Louis- 
ville, Ky. Mr. Sargeant succeeds 
Stuart Smith, who has been ap- 
pointed special representative to 
the United States Air Forces 
with headquarters in Reynolds’ 
Dayton, Ohio, office, 

Mr. Sargeant has a_ back- 
ground of several years success- 
ful experience in the sales ahd 
application of aluminum. For 
over, four years he has been ac- 
tively engaged in sales, having 
been assigned to Reynolds’ 
Kansas City and St. Louis Sales 
Divisions. He has served as man- 


ager of both divisions, 


Since joining Reynolds in 
1941, Mr. Sargeant has held 


several positions in the produc- 
tion and fabricating plants. He 
was actively engaged in the con- 
struction and organization of 
operations at Reynolds’ Listerhill, 
plant. He also held 


Reynolds 


Alabama, 
various positions in 


parts division. 


V. W. DETLING JOINS 
W. J. VOIT RUBBER 
The W. J. Voit Rubber Corp., 
of New York, Chicago and Los 
Angeles, has announced that Val 
W. Detling, Firestone 
salesman, has joined the 
staff of its new Huntington Di- 

Angeles, 


veteran 


sales 


vision, Los 
Marking its 25th year in busi- 


ness with the acquisition of the 
former Huntington Rubber Co., 
Voit will soon enter the market 
with a new line of rubber floor 
tile and garden hose. 
Mr. Detling, who has 
with Firestone since 1936, brings 
to his new post considerable ex- 
perience in the merchandising 
and marketing of rubber prod- 


been 


ucts. 

Mr. Detling was a glider pilot 
in the A, A, F. during the re- 
cent war, 
WHITING-ADAMS MARKS 

140 YEARS IN PAINT 

BRUSH FIELD 
Whiting-Adams, Co., Inc., 700 
Ave., Boston, Mass., is 
celebrating its 140th birthday 
this year, John W. Adams com- 
bined with Seth Whiting and 
Artemus Woodward to open a 
brush factory in Medfield, Mass., 
in 1808. The Whiting and Adams 
families continued in the paint 
1830 
organiza- 


Harrison 


brush field, separating in 


into two independent 
tions, but both retaining nearly 
identical methods of manufac- 
and marketing. In 1908 


the two companies re-combined 


turing 


to form the 
Service records of 25 to 50 years 


present company. 
are not uncommon and some em- 
ployees have spent their entire 
with this one 


working careers 


company. Thirty-one employees 
with over 25 years of service be- 
long to the Ruby Club and five 
with over 50 years apiece are 
members of the Diamond Club. 


The company is housed in 


what is said to be the largest 
factory in the world exclusively 
devoted to the manufacture of 
paint brushes and it is equipped 
with the most modern machines 
and methods, 


TEANECK, N. J., FIRM 

SEEKS CATALOGS AND 
VISITS FROM SALESMEN 

The management of Hardware 
House, Inc., which will open a 
very modern hardware store Sept. 
15, 1948, is seeking wholesalers’ 
and manufacturers’ catalogs on 
hardware, housefurnishings, paint, 
hand and power tools, electrical 
appliances and supplies and in- 
dustrial supplies, 

J. H. Greene, vice president of 
the firm, who would also like 
to have visits from 
and manufacturers’ salesmen may 
be addressed: Hardware House, 
Inc., (543 Cedar Lane), P.O. 
Box 122, Teaneck, N. J. 


wholesalers’ 


M. J. STRASSBURG OPENS 
MANUFACTURERS’ 
AGENCY 
Morrey J. Strassburg has re- 
cently organized a manufacturers 
agency business with headquart- 
ers in Bridgeport, Conn. He is 
representing The A, & E. Mfg. 
Co., Bridgeport, and The Hart- 
ford Textile New York 
City, exclusive distributors of 
Firestone Velon 
Connecticut, West 
and Westchester County. 


Corp., 


plastic film in 
Massachusetts 


He was formerly with Samson 
United Corp., was pre-war sales 


manager of Casco Products Corp, 


home appliance division and 


lately assistant sales manager of 
Bostwick Laboratories, Inc., 706 


Bostwick Ave., 


Conn. 


Bridgep: t S 


C. W. WELLS JOINS 

CHAS. LEONARD CoO. 

C. Howard 
of Charles 
Co., Inc., wholesalers, Petersburg, 
Va., recently announced _ that 


Charles W. Walls had acquired 


Kinsey, president 
Leonard Har iware 


stock in the firm and will be 
come affiliated with the company 
in an official capacity in the 
near future. No changes in the 


board of directors, personnel o1 
policies are contemplated 


FORM GADSDEN PLUMBING 
SUPPLY COMPANY 

W. A. Hardy, plumbing and 
heating contractor, in the persons 
of W. A. Hardy, his son B. J. 
Hardy, and W. L. Hale, have 
established Gadsden Plumbing 
Supply, East Broad St., Gadsden, 
Ala. The two 


story building 


houses a modern display room, 
complete offices and 8.000 ft. 
of warehouse space and is ad 


joined by a pipe warehouse and 
about 25,000 ft. of storage yard. 
J. R. CLARK PURCHASES 
STERLING MFG. CO. 

Junius R. Clark, former vice- 
president of the Fawick Airflex 
Co., Inc., has recently purchased 
the capital stock of the Sterling 
Mfg. Co., 9205-0223 Detroit Ave., 
Cleveland, from Walter M. Scott. 
The founded in 


1906. 


company was 











Pincor sales and advertising staff meet in three day conferences in Chicago: 


Bottom row, left to right: E. J. Decker, industrial sales; W. W. Lake, Colorado, Kansas, Oklahoma; John Hamilton, North and 


South Carolina, Southern Virginia; M. 
New Jersey, Delaware, Eastern Pennsylvania; Howard Bateson, Wisconsin; E. 


Stern, Northern Illinois; M. E. Hills, Eastern Ohio, Western Pennsylvania; Fred Turtle, 
ordon, export sales; D. K. Rector, Ken- 


tucky, Tennessee; J. E. Ressler, Maine, Vermont, New Hampshire, Upper New York. Middle row, left to right: M. J. “Doc” 
Walker, vice-president in charge of sales; M. J. Vedder, Western Ohio; H. C. Fitzpatrick, credit manager; R. E. Good, sales 
supervisor; W. T. Cooper, Southern Texas; M. J. Johnson, North and South Dakota; H. H. Winterrowd, lowa, Nebraska; 
G. G. Winterrowd, Indiana; E. E. Hughes, Arkansas, Missouri; Don Jones, sales supervisor; Wm. J. Patrick, Canada; James 
O. Wiltshire, Florida, Georgia; W. W. Pearson, sales manager dealer division. Third row, left to right: Frank Diamond, 
advertising department; A. Edwin McGarry, Northern Virginia, District of Columbia, Maryland, West Virginia; Joe K. Oliver, 
Northern Texas, New Mexico; W. R. Hinkley, California, Nevada, Arizona; Charles Charnis, sales; J. E. Harrison, Alabama, 


Louisiana, Mississippi; M. Judd Reinger, Michigan; Paul Sutton, New York; W. D. Goldsmith, Washington, Oregon, Idaho, 
Montana, Wyoming, Utah; Stanley Ellison, Connecticut, Rhode Island, Massachusetts; J, Russell, sales supervisor; R 


Gray, Central and Southern Illinois; G. F. Bingham, advertising manager. 
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for you in this new way to market soil and humus 
CLINTON 





NEW ERA 





PEAT HUMUS and POTTING SOIL 


MOISTURE SEALED 


New Era Peat-Humus—A humus which is at just the right 
stage of decomposition to give the maximum benefit to the 
soil and plants. Once Mrs. Public has seen and tried New 
Era Peat-Humus she will never be without it. Moist, fresh, 
soil bacteria unimpaired, it is packed in wet-proof, acid- 
proof, beautiful transparent plastic packages with sales- 
compelling four color flower pictures on labels. 


New Era Potting Soil—The same beautiful transparent mois- 
ture-sealed bags. A rich mixture of high-grade loam with 
just the right amount of Peat-Humus added. 


This is the New Way, the profitable way to market Humus 
and Potting Soil. Sales-compelling package, national adver- 
tising, dealer aids and displays and publicity in all the 
garden journals, newspapers and national magazines. Priced 
to bring attractive profits. 


Be prepared to meet this demand for moisture-sealed Peat- 
Humus and Potting Soil. Peat-Humus supplied in 1, 3, 10, 25 
and 50 lb. bags. Potting Soil supplied in 14, 4, 10 and 24 
lb. bags. Guarantee—no weight loss, no drying out, no 
dust, no broken bags because of soil bacteria or moisture. 


CLINTON NURSERIES 


Clinton, 


29, 1948 


Connecticut 





Office of Industry Cooperation 
Names Merchant Steel Advisory Comm. 


The Office of Industry Co- 
operation of the Department of 
Commerce has appointed a Mer- 
chant Steel Products Distributors 
Advisory Committee to represent 
distributors of wire, nails, roof- 
ing, galvanized sheets and other 
steel items in connection with the 
voluntary Agreements Program 
authorized under Public Law 395. 

This committee and a General 
Steel Products Distributors Ad- 
visory Committee covering heavy 
are 


commercial _ steel 


the result of a meeting held in 


products 


Washington on April 21. It is 
understood that additions and 


changes in the committee will be 
made at the first meeting of the 
committee, 

Present members of the Mer- 
chant Steel Products Distributors 
Advisory Committee are: Henry 
J. Allison, Allison-Erwin Co., 
Charlotte 1, N. C., Wakefield 
Baker, Baker & Hamilton, San 
Francisco 19, Cal., Spencer E. 
Cram, The W., 


Bingham Co., 


Cleveland 1, Ohio; John H. Mize, 
Blish, Mize & Silliman 
ware Co., Atchison, Kan.; R. R. 
Witt, Builders Supply Co., San 
Antonio 6, Tex., P. M. Me- 
Kenney, Conklin Tin Plate & 
Metal Co., Atlanta, Ga.; Charles 
L. Hildreth, The Emery-Water- 
house Co., Portland 6, Maine; 
William H. Bowe, Herrick Co., 
South Boston 27, Mass., W. W. 
French, Jr., Moore-Handley Hard- 
ware Co., Birmingham 2, Ala.; 
Roger K. Becker, Ohio Valley 
Hardware & Roofing Co., Evans- 
ville, Ind; Ed:aund Orgill, Orgill 
Bros. & Co., Memphis 2, Tenn.; 
Ray P. Farrington, Potts-Farring- 
ton Co., Philadelphia,  Pa.; 
Edward F, Pritzlaff, John Pritz- 
laff Hardware Co., Milwaukee 1, 
Wis.; Henry A. Hoeynck, Shap- 
leigh Hardware Co., St. Louis 2, 
Mo.; Alexander Thomson, Tan- 
ner & Co., Indianapolis, Ind., 9; 
and John P, Speck, Tiffin Art 
Metal Co., Tiffin, Ohio. 








L. E. TAYLOR ELECTED 
PRES. ILLUMINATING 
ENGINEERING SOCIETY 


The Illuminating 
ing Society has elected Lee E. 
Taylor, Detroit Edison Co., De- 
troit, Michigan, president of the 
Society for a term of one year, 
according to a recent announce- 
ment, 

Other officers elected to serve 


Engineer- 


with Mr, Taylor are: general 
secretary, A. H. Manwaring, 
Philadelphia Electrical & Mfg. 


Co., Philadelphia, Pa.; treasurer, 
E. M. Strong, Cornell University, 
Ithaca, N. Y.; vice-president, 
Walter Sturrock, General Electric 
Co., Cleveland, Ohio; directors, 
Myrtle Fahsbender, Westinghouse 
Electric Corp., Bloomfield, N. J.; 
Hoyt Steele, Benjamin Electric 
Mfg. Co., Des Plaines, Illinois. 


STEWART-WARNER CORP. 
RE-ELECTS OFFICERS 
Stewart-Warner Corp., Chicago, 
Ill., re-elected all its 
officers: Knowlson, 
chairman of the board and presi- 
dent, Frank A. Hiter, senior 
vice-president, George L. Meyer, 
Je, Arden W. 
LeFevre, vice-president, Samuel 
Insull, Jr., vice-president, Wilfred 
Reetz, controller, Fred P. Kirch, 
treasurer, and Albert R. Benson, 
secretary. Mr. Knowlson 
announced the re-appointment of 
the following officials: J. E. 
Burke, assistant secretary, E. L. 


recently 
James. S. 


vice-president, 


also 


96 


Sandberg, assistant treasurer, 
James I, Minteer, assistant sec- 
retary and assistant treasurer, 


Oscar E. Spring, assistant secre- 


tary and an assistant treasurer, | 


Everett F. Walther, assistant 
secretary and assistant treasurer, 
and Alfred J. Weinsheim, assist- 
ant secretary and 
treasurer, 


assistant 


TWIN CITY DEALERS 
CONSIDER FORMING OF 
LOCAL PAINT ASSN. 


Edgar E. Koretz, of Chicago, 
president of the Retail Paint 
Wallpaper Distributors of Amer- 
ica, national trade association 
for paint and wallpaper dealers, 
Beatrice Weiner of New York, 
vice-president and Lee Schroeder, 
Chicago, treasurer, spoke at a 
meeting of Twin Cities Paint 
and Wallpaper Distributors held 
at Hotel Nicollet, June 28. 

The Retail Paint and Wall- 
paper Distributors of America is 
a new National Association 
ganized a year ago to represent 
approximately 9000 paint and 
wallpaper dealers throughout the 
country. 

Twin Cities Dealers considered 
the formation of a local Paint 
& Wallpaper Distributors Asso- 
ciation to be affiliated with the 
National Organization. 

The primary objective of the 
organization will be the develop- 
ment of more efficient and eco- 
methods of distribution 
paint wallpaper and 


or- 


nomical 


for and 


Hard- | 





to the advantage of the entire 


industry and will benefit the 
general public through better 
service,” says Mr. Koretz. 

The meeting of the Twin 


Cities paint dealers followed a 
two day session of the board of 


directors of the Retail Paint & | 
| Wallpaper Distributors of Amer- 


ica, held at Hotel Nicollet, June 
27 and 28, 

The Convention Committee of 
the Association met at Hotel 
Nicollet on June 26 to complete 
plans for the First National Con- 
vention & Exhibit to be held in 


Chicago, Ill, November 8-11, 
1948, More than 100 leading 
manufacturers in the industry 


will exhibit products at the con- 
vention. 


MEWA STUDIES PLAN 
FOR WHOLESALER PROFIT 
MARGIN CHECK-UP 
A plan designed to assist mem- 
bers to keep track of changes in 
their margins of profit on items 
composing parts lines was ap- 
proved in general outline by the 
Board of Directors of Motor and 
Wholesalers Associ- 
recent meeting at 
to the 


Equipment 
at its 
and 


aion 


Chicago referred 


Association’s Merchandising Com- | 


mittee for further study, accord- 
ing to announcement by 
M.E.W.A. Headquarters Office. 

The announcement states that 
according to report it is the prac- 
tice of manufacturers except in 
perhaps some few instances to 
issue new or revised net whole- 
saler cost and suggested resale 
prices without indicating changes 
in profit margins and that, again 
according to report, the net pric- 
ing method thus results in inten- 
tional unintentional conceal- 
ment of changes in 
margins, The association, it is 
stated, is studying the subject 
with a view of taking appropriate 
action for proper to 
its members. 

In conclusion M.E.W.A.'s state- 
ment says that obviously it is not 
only desirable but important that 


or 


assistance 


wholesalers keep themselves in- 
about changes in their 
margins of profit that occur from 
time to time, that apparently 
present procedures make it diff 
cult for them to do so and that 


formed 


the plan under consideration by 
the designed to 
assist them in doing so. 


association is 


WOODRUFF ANNUAL 
TRIAL GROUND 
EXHIBITION AND OUTING 
180 different 
vegetable areas, seeded and main- 
various growing 
conditions exhibited __re- 
cently to a group of 200 hard- 


Over lawn and 


tained under 


were 


allied lines, “This will operate| ware dealers and other seed out- 


wholesaler | 








lets at the Annual Trial Ground 
Exhibition and Outing sponsored 
by the F. H. Woodruff & Sons, 
Inc., Milford, Conn. 

Dan Johnson, sales manager of 
the company’s grass seed division, 
explained many of the outstand. 
ing turf experiments, One section 

model 
much 


developed as a putting 
green favorable 
comment from greenkeepers and 
club managers. Information gath- 
ered from this other 


such trials conducted all over the 


caused 


area and 


United States and in Canada, 
Australia and South Africa will 
be used to develop superior lawn 
seed mixtures for gelf courses 
in different sections of the 


country. 


Among the developments ex- 


hibited were grass strains that 
would thrive on’ playgrounds, 
lawn tennis courts and_ parks, 
Several lawn areas labeled no 
maintenance plots received Gro- 
Sod, all purpose lawn fertilizer 


once annually, a mowing weekly 


and one treatment with 2,4-D. 
Heading the list of improved 


varieties developed by the vege 
table seed division are new types 
of lettuce as Pen Lake, Premier 
Great Lake and A-36. 


KORAL BROTHERS 
ADD THREE NEW LINES 
Ephraim and Milton Koral, 

Koral Bros., 1 Hudson St., New 
York City, manufacturers’ agents 
have added three 
Grand Specialties Co., Chicago, 
Midwest 


new lines — 


Abrasive Co.. Owosso, 


Mich., and the American Pipe 
Tool Co., Chicago. The firm also 
handles Skillman Hardware Mfg. 
Co., Trenton, N. J., and T. V. T. 
Products, Cleveland. The area 
covered includes Metropolitan 
New York, Long Island, West 
chester and metropolitan New 
Jersey. 


F. R. KOHNSTAMM 
ELECTED VICE-PRESIDENT 
OF JACK & HEINTZ 
Frank R. 


was re- 


Kohnstamm 


cently elected vice-president of 
Jack & Heintz Precision Indus 
tries, Inc., Cleveland 1, Ohio. 


He had joined the company in 
Oct. as general sales manager. 


J. A. WILLIAMS G. E. 
TRI-STATE DISTRIBUTORS 


The General Electric Co., has 
announced the appointment, of 
the J. A. Williams Co., as Tri 
State area wholesale distrilutors 
for General Electric vacuum 
cleaners and General Electric 
automatic electric blankets. The 
J. A. Williams Company ated 
at 401 Amberson Avenue, Pitts- 
burgh 6, Pa., will also continue 
to distribute the complete line of 
General Electric table appliances, 
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Southern Coal Company, mn. Offers FACTS! 
Heres Wiy “arm Morninc 
Set the 


Pace 
in 






Exclusive patented 
interior construction 


features 

eee Sales 
Semi-automatic 
magazine feed and 


Burn any kind of _ Customer 
coal, —_ briquets i 7‘ : | Satis fa ction 
Ca)p 


Start a fire but ) | 
once a year 




















* 
Require less attention The sales features listed at left give you an 
than most furnaces idea of why retailers everywhere find it so 
P easy to profit with WARM MORNING 
° Coal Heaters. Then, when you realize there 
Heat all day and night are more than a million satisfied WARM 
without refueling MORNING users, you know why these 
° famous heaters outsell all others. There’s 
Hold fire several days a model to meet the heating need of every 
on closed draft | customer. Now is the time to stock the full 
e | line for FULL PROFIT! 
Provide lowest cost | 22,2. atincad 
dependable heat [_ a Ss 
that money can buy | gee one ee Se. ee 
° Or'Knemene Orott Reguicter. 


Sturdily built to give 100 Ib. coal cap. 
years of care-free 
dependable service 

e 


Tested and proved 


. 
Homes designed 


Nationally advertised 
for heating with 


e ] ‘ - : space heater. 


Nationally accepted : r : Write for 


(Left) Model 616. 

Only 161% in. square. 

Space saver. 60 Ib. 
coal cap. 


(Right) Model 520-B. 
100 Ib. coal cap 
Model 524-B. Similar 
exterior. 200 Ib. 
coal cap. 


FREE Book of Home 
Plans — 12 beautiful 


low-cost Small 





Free Sample. 


Sette Company, Tne. 


America’s Largest Distributor of Warm Morning Coal Heaters 
SEND YOUR ORDER TO ATLANTA BIRMINGHAM CHARLOTTE CHICAGO KNOXVILLE 
LOUISVILLE NASHVILLE NEWORLEANS ST. LOUIS 
(JS-2) GENERAL OFFICES: MEMPHIS 1, TENN. 

CANADIAN AGENT— BOON-STRACHAN COAL CO. LTD.— MONTREAL, QUEBEC 
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Pot and Kettlers Meet at Victoria 
On Last Minute Change 


The 17th annual convention of | all were unanimously elected to 
the Associated Pot & Kettle the offices of Trustees for the 
Clubs of America was held at the National Housewares Directory. 
Empress Hotel, Victoria, B, C., A resolution was passed to in- 
on June 20 through 23, spon- | form the the Na- 
sored by the Seattle Pot & Kettle tional Federation of Housewares 
Club with the theme “Potlatch”, | Club that the associated Pot & 
an Indian term for meeting. | Kettle Club, did not wish to join 
Originally scheduled for the} any such federation at this time. 
Harrison Hot Springs, B. C., a| After being installed, President 
last minute change was necessi-| Neblett reminded the members 
tated by the flood in the Frazier} that the club was entering its 
Valley. 

Lester L. Neblett, Los Angeles, 
Ladder Co., was elected presi- 


sponsors of 


| 25th year and promised that his 
local club, the Los Angeles Pot 
& Kettle Club would endeavor 
dent to succeed James P, Cum- | to put on a convention next June 
mings. Fred C. Wood, Fred C.! that will befit a silver anniver- 
Wood Co., San Francisco, was | sary, 

elected vice-president. The other 


Most of the 152 members and 
officers, all from Los Angeles, are 


their families who attended the 


Albert A. Howson, Dohrman meet, were brought by special 
Hotel Supply Co., treasurer; and : : (aE cai 
Jack Badham, Jr., Hoffman boat at 10:00 AM daylight sav 


ing time from Seattle to Victoria. 
The four hour trip was full of 
gaiety and spontaneous entertain- 
ment. 


Hardware Co., secretary. The new 
board of directors include: Wal- 
ter Stone, Wm, P. Horn Co., San 
Francisco; Harry Mayer, H. S. 
Post Co., Denver; T. M. Moroney, 
Glen White Associates, Los An- 
geles, James P. Stewart, James 
P. Stewart Co., Portland; Fred 
Stokes, Jensen Byrd Co.; and 
Wallace Spaulding, Seattle. 


Business meetings held 
Monday morning, Monday after- 
noon, Tuesday morning and Wed- 


were 


nesday morning. 

A cocktail party was held on 
Monday afternoon and later in 
the evening the members partici- 
pated in card games and bingo. 
A golf tournament held 
Tuesday afternoon as was a re- 
passed a resolution to amend the ception for the wives of past 
by-laws in an effort to clarify | national presidents and the wife 
the clubs responsibility, for the | of the national president, Mrs. 
National Housewares Directory, James P. Cummings, “Potlatch 


The delegate unanimously ac- 
cepted the application for mem- 
bership from the Salt Lake City 
Pot & Kettle Club. They also 


was 





which is issued annually by the Night” was held on Tuesday eve- 
national club, One of these ning from 9:00 until 12:00 mid- 
amendments changed the manag- night. Many Indian type souve- 
ing committee of the directory niers were given to members 
from appointive offices to elective. during the informal dancing. 
Clark Wright, Portland, Ore., The annual banquet and _ in- 
appointed chairman of the 1949  stallation of officers was held 
directory and El Sager, Los An-| in the Crystal Ballroom at the 
geles, appointed as a two year) Empress Hotel, Wednesday eve- 
man, were placed on the ballot ning. O. M. Thompson, Seattle 
along with George Hall, San Club, was master of ceremonies. 
Francisco, a three year man, and Dancing followed. 








GE ADDS FIVE SALES 
DISTRICTS FOR LAMP Chicago Sales District, Chi- 
DEPARTMENT cago, with T. D, Scarff as man- 
The addition of five new sales ager and D. J. Bowden, assistant 
districts to the nationwide sales) manager; a new Midland sales 
setup of General Electric’s lamp} district, Chicago, with D. O. Dice, 
department was announced re- | manager; Iowa-Illinois sales dis- 
cently by M. L. Sloan, G.E. vice} trict, Davenport, with F. C. Hor- 
president and general manager| ton, manager; Wisconsin sales 
of the lamp department at its! district, Milwaukee, with W. B. 
Nela Park headquarters in Cleve-| Gustafson, manager; and Indi- 
land, Also announced was the! ana sales district, Indianapolis, 
appointment of the managers for| with J. M. Lime, manager. 
the newly established sales dis- A. H. Meyer, who for more 
tricts. | than 30 years served as manager 
The new sales districts, head-| of the former Midland sales dis- | 
quarters cities, and persons ap- trict of the lamp 
pointed to head each of the sales 


districts are as follows: 


98 


department, | of 
will continue in an advisory ca-| Watch Co., 133 Hamilton St. 


pacity to the managers of the 
new districts. 

Mr. Scarff joined General 
Electric in 1912 at Cleveland. 
After some five years as a district 
lamp salesman, he was put in 
charge of a district branch office. 
He joined the former Midland 


sales district of the lamp depart- | 
ment in 1927, advancing steadily | 
| 


to become assistant manager of 
that huge district in 1941, 

Mr. Gustafson, after a varied 
experience in the accounting 
field, joined General 
some 25 years ago in Minneapo- 


Electric | 


lis. For the past 16 years he has | 


been associated with the North- 
ern sales district of the lamp 
department as a lamp sales spe- 
cialist. 

Mr. Horton, after acquiring 
experience in the electrical con- 
tracting and distributing busi- 
ness, joined General Electric in 
1928. He served as a sales repre- 
sentative for the former Midland 
sales district of the lamp depart- 
ment, For many years he made 
Davenport, Iowa, his base of sales 
operations. 

Mr. Dice, with General Elec- 
tric lamp department since 1929, 
has had wide experience in sales 





promotion operation both in the | 


field and at Nela 
quarters, He served as fluorescent 
lighting specialist during the war 
period. During the past two years 
he devoted much of his efforts 
to promotion and sales of G-E 
miniature lamps including Sealed 
Beam types. ’ 
Mr. Lime joined the Buckeye 


| sales district of the lamp depart- 


Park head- | 


| 


ment in 1934. After having ac- | 


quired a well-rounded sales ex- 
perience in the Columbus (Ohio) 
territory, he was named resident 


salesman for the former Midland | 


sales district in Indianapolis in 


| 1945, 


Mr. Bowden served as lamp 
and lighting specialist for four 
years for G.E. Supply Corpora- 
tion before joining the lamp de- 
partment in 1942. He had pre- 
viously been associated with the 
electric utility business and had 
served as district representative 


for Curtis Lighting, Inc. Since 
1942, he devoted most of his 
efforts to lighting equipment 


sales for Buckeye sales district 
of the lamp department at Cleve- 
land. He joined General sales 
division at Nela Park last Octo- 
ber. 


J. A. HEITZMANN ELECTED 
PRESIDENT NEW HAVEN 
CLOCK & WATCH CO. 


James A. Heitzmann, formerly 
vice-president of Acme Alumi- 
num Alloys, Inc., Dayton, Ohio, 
elected president 


Haven Clock & 


recently 


The New 


was 





At the same time, the board 
accepted the 
Paul V. Eisner as chairman and 
member of the and of 
Max Taussig as a member of 
the board. 

In addition to Mr. Heitzmann, 
the present officers of the firm 
include: Albert H. Hamm, vice. 
president and treasurer; Fred A. 
Neumann, vice-president and sec. 
retary; Edward O, Brown, as. 
sistant treasurer; and William 
N. Larkin, assistant secretary, 

The directors include Messrs 
Heitzmann, Hamm, Geller, Lay. 
rence J, Rubenstein, 
Winkleman, Robert E. 
and Herbert C. Hauth. 


resignations — of 


board 


Charles 
Palmer 


JOHNSON’S WAX V.P. 
OF SALES RETIRES AFTER 
40 YEARS SERVICE 
P. M,. Petersen, vice-president 
in charge of sales as S, € 
Johnson & Son, Inc., Racine. 
Wis., retired from the company 
recently after almost 40 years of 
consecutive service, Mr. Petersen 
came to the Johnson organization 
in 1908 as an office boy. He rose 
the 


steadily as company pro 
gressed and in 1918 became a 
member of the Johnson sales 
staff. 

In 1919, Petersen made the 
first of a number of trips to 


foreign countries for Johnson’s. 
He established sales agencies in 
China, Japan, the 
Indo-China, and other 
countries. In 1921, he 
pointed manager of the expor’ 
department. Much of his time, 
however, was occupied with do 


Philippines, 
Asiatic 


was ap 


mestic sales, and in 1927, he 
was named assistant sales man- 
ager, retaining the directorate 


of foreign sales as well. 

He was appointed sales man- 
ager in 1937 and in 1943 was 
named sales vice-president, In 
1944 he became a member of 
the company’s management com- 
mittee. 

Raymond W. 
manager of the company since 
1944, has been appointed general 
sales manager to take over the 
duties held by Mr. Petersen. He 
joined the Johnson sales team in 
1931. In 1936 he was named dis 
trict sales manager and in 1938, 
regional sales manager for the 


Carlson, _ sales 


company. 
M. H. KIRKEBY NAMED 
ALPHA METAL SALESMEN 
Marvin H., Kirkeby, 437 Oliver 


Street, South, Minneapolis 2 
Minn., has been appointed 4 
sales representative of Alpha 
Metals, Inc., 363 Hudson Ave. 


Brooklyn 1, N. Y. 

Mr. Kirkeby will represent the 
Alpha line of solders in the terti- 
tory of Minnesota and North and 


South Dakota. 
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—>» More Mall Saws | 
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NEW MallSaw Stand 








Height: 39 inches LIST PRICE 
Table Area: 16" x 18" S 50 
Capacity: 1-15/16" . 3 ? 

in U.S.A. 


WITHOUT SAW 


This revolutionary all-metal saw stand quickly converts to Model 
60 MallSaw for table sawing, face and drum sanding, shaping, 
grooving, wire brushing and grinding—giving the purchaser the 
basic tools for a workshop at an amazingly low price. 


LIST PRICE “S_ 
§ 95 Hobbyists, carpenters, farmers, builders and other tool users 
54 are going for this special combination offer that will increase 


your sale of MallSaws, saw stands, abrasive discs, shaper knives, 
saw blades, wire brushes and other attachments. 


in U.S.A, 

Nationally advertised in Country Gentleman, Poultry Tribune, 
MODEL 60 — 2" Capacity; 6" Blade. Carpenter, American Builder, Business Week and many other 
Cross-cuts, rips and angle cuts lumber; publications. Feature this sales-building saw stand in your win- 
also corrugated, galvanized steel with dow, on your floor; use our free promotien materials and 
friction blade; hardened steel, porce- watch the sales roll in. 
lain, glass and concrete with abrasive : : 
wheel. Write at once for free demonstration and full details to: 


MALL TOOL COMPANY 
7702 South Chicago Avenue Chicago 19, Illinois 






MODEL 86 
2%"* 
Capacity 










MODEL 70 
24" Capacity 







4\2"' Capacity 





3 other MaliSaws for heavier cross-cutting, ripping, angle and bevel cutting. 





RED JACKET 


for over 70 years 
a nationally known name for 


WATER 
SERVICE 
PRODUCTS 


| 


a, 
ae 


oi. 


- 





“Nhe Choice “That Makes Friends” 


A COMPLETE LINE OF 
WATER CONDITIONERS 


Red Jacket builds a complete 

line of Water Conditioners in- | 1 
cluding Iron Removers, Dirt Re- 
moval Filters, Neutralizers, Taste 

and Odor Removers, and the new Semi-Automatic Model 
"SA" Water Softeners. Dealers are increasing their profits 
tremendously by selling a Water Softener with every water 
REMEMBER, ALMOST EVERY WELL WATER 
IS HARD! Most municipal water supplies and other city 
waters are hard too. Get your share of sales of the thousands 
of Water Softeners that will be sold this year. 





system sale. 


A COMPLETE LINE OF AUTOMATIC WATER SYSTEMS 

— Red Jacket makes automatic 
water systems in all types and 
sizes and in every price range 
to meet the needs of your cus- 
tomers — Shallow Well Recip- 
rocating, Shallow and Deep 
Well Jet Pumps and Deep Well 
Plunger Pumps. Also included 
are Automatic Cellar Drainers, 
Pump Jacks, Rotary and Cen- 
trifugal Pumps for many water 
pumping needs, 





THE FINEST HAND AND WINDMILL PUMPS 
FOR OVER 70 YEARS 
A wide range of both lift and force models are available for 
either hand or windmill operation, as well as House Force, 
Trench and Thresher Pumps and a complete line of Pump and 
Well Accessories. Red Jacket is still supplying repair parts 
for pumps built over 40 years ago. 


Write “Today for catalogs of 
the Water Conditioners and Pumps 
about which you are interested. 


Address Dept. HA. 


— RED JACKET 7 


“water” 
service 
products 





Red Jacket Mfg. Co. 


DAVENPORT, IOWA 
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WESTERN WINCHESTER 
OFFERS AMMUNITION 
CASE HANDLING 
DIAGRAMS 


George M. Davis, sales man- 


ager 

recently released diagrams and 
specifications concerning the 
handling and stacking of his 


company’s new fiberboard ammu- 
nition cases. Worked out in de- 


tail, the diagrams show how} 
| each tier of cases should be 
built up for cases containing shot 
shells of different gage and 
length, how many cases should 
| be stacked per tier and how 


| much floor space each tier occu- 


pies. The company will provide 
extra copies of the diagram for 
the warehousing 


shipping and 


departments of large handlers of | 


ammunition. 

\ year’s experience in the use 
of the new cases in which almost 
all Western-Winchester ammuni- 
tion is being packed has 
shown that they are superior to 
the former par- 
ticularly on long hauls involving 
rough handling, Mr. Davis 


now 


wooden cases, 


asserted, 

Mr. Davis made the following 
suggestions the 
tainers: hold them by diagonally 
opposite top and bottom corners; 


regarding con- 


each layer should be cross-tied 


—when facing end of pile one 
layer should be stacked side by 


side and the next end to end, 





of Western-Winchester has | 


|} four top flaps are stapled to. 
gether; and containers after be. 
ing opened can be reclosed 
| reused by gluing. 


and 


| MILTON GROSSE HEA DS 
MADISON INDUSTRIES 
Milton J. has 


Grosse 


been 
named president and_ treasurer 
of Madison Industries, Inc. 
Toledo, Ohio. The new corpora 


tion is a national sales organiza 
formed to handle 
promotional accounts of electri 
cal items 


tion ecial 


appliance made by 


nationally known manufacturers, 
Mr. Grosse will continue as ex- 
ecutive vice-president of Verd-A 
Ray and Penetray Corporations 
and = Save Electric = Corp., 
(Toledo) according to present 
| plans. 


Other officers of Madison In- 


| dustries are: William T. Croley, 
vice-president; Max Behr, sec- 
retary: and Joseph Grossman, 


director. 
NAXON OPERATING 
FROM NEW HOME 


Naxon Utilities Corp., has a 
total of 70,000 sq. ft. of floor 
space including offices, ware- 


house facilities and factory 
per and is equipped to produce 
more than 10 
machines as was possible in the 
former plant. Located at 3600 
Touhy Ave., Chicago, IIl., the 
company plans to introduce sev- 


pro- 


times as many 


eral new products shortly. 


| 


Officers of the recently formed Western Sporting Goods 


Dealer Association are shown at their recent organization 
meeting in Los Angeles. Left to right: Joe Rodney, Stanley 
Andrews Co., San Diego, secretary-treasurer; Bill Fredericks, 
Fredericks-Noland Co., Los Angeles, president; and E. B 
Andersen, Maxwell Hardware Co., Oakland, vice-president. 
Four additional directors were named to serve with the three 
officers as the board of directors until permanent officers and 
directors are elected at the first annual meeting in San Fran- 
cisco in the fall. They include: Rex M. Wilson, Wilson-Walz 
Sporting Goods Co., El Paso, Tex.; John W. Morris, Morris 
Athletic Supply Co., Phoenix, Ariz.; Gene Walby, Athletic 
Supply Co., Seattle, Wash., and Fred Stofft, Tucson, Ariz. 
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KNOW TOOLS, DELTA CO. 
TELLS CCNY TRAINEES 


“Retail hardware salesmen 
must be well grounded in the 
mechanics and ‘end’ use of the 
various bench power tools they 
sell,” Ben Eldridge of the Delta 
Manufacturing Division, Rock- 
well Manufacturing Co., told 
those attending the Retail Hard- 
ware course at The City Col- 
lecee Midtown Business Center, 
430 West 50th Street, New York 


City, ree ently. 


“Not only must the retail 
hardware salesman be able to 
sell his product but he must 


also be prepared to explain the 


use and capacity of his ma- 
chines.” Mr. Eldridge _ stated. 
ty showing illustrations of vari- 
ous products, Mr. Eldridge 
named and displayed — several 
bench power tools, showed ac- 
tual installation and use and 


emphasized that the retail hard- 


ware salesman must make his 





selling point “not on the actual | 
steel he sells, but instead, on the | 


family harmony he is indirectly 
responsible for.” 

The fundamentals of 
hardware store operation are con- 
centrated into this course of 150 
hours, designed for veterans and 
other men and women who in- 
tend to make hardware retailing 
their career. From experts in the 
field the trainees obtain a well- 


retail 


rounded knowledge of their prod- | 


uct. Some of the actual accesso- 
tools on exhibit were 
the dadoe head, the mortising 
chisel, douter bit, shaper knives 


ries and 


and saw blades. 

Open discussion after the lec- 
ture was conducted by George 
E. Rockwell, eastern sales man- 
ager of the Delta Mfg. Division. 
Current markets for machines, 
dealer franchises and the markets 
in order of importance from the 


dealers’ viewpoint were high- 
lighted in the discussion. 
A field trip to the General 


Electric auditorium to hear F. J. 
MacDougall of the General Elec- 
tric Co. discuss “Merchandising 
in Bulbs and Light 
concluded the evening program, 


Sources,” 


TRACY MFG. SELECTS 

FOUR DISTRIBUTORS 

Four distributors have 
heen announced by Tracy Mfg. 
Co., Pittsburgh, Pa. 

The May Hardware Company, 
Washington. D. C., will sell 
Tracy products in the district of 


new 


Columbia area and surrounding 
counties through its appliance 
department, of which Shober E. 
Sapp is manager. 

The new Tracy distributor in 
the Memphis, Tennessee area is 


the Crenshaw Co., of which 
Pete F. Crenshaw, Jr. is presi- 
dent. It will represent Tracy 
JULY 29, 1948 





customized kitchens in western 
Tennessee, northern Mississippi 
and eastern Arkansas. Cliff Irion 
is sales manager in charge of the 
Tracy program. 

Hollander & Co., Ine., St. 
Louis, Missouri, of which Her- 
man Hollander is president, will 
serve Tracy outlets in eastern 
Missouri and southern Illinois. 

James Broadwell is general 
sales manager of the Hollander 
company. 

Of interest to 
equipment dealers is the appoint- 
ment of General Appliance Co., 
San Antonio. Charles S, Ely, 
vice president and general man- 
ager, is in charge of the Tracy 
program, The General Appliance 
territory covers the southwestern 


Texas kitchen 


portion of Texas. 


NAME 15 DURABILT 
SALES REPRESENTATIVES 








J. P. MelIlhenny, vice-president | 


of Winsted Hardware Mfg. Co., 


25 W. 43rd St., New York City, | 


has announced the appointment 
of 15 for 
Durabilt irons. 

In addition to Les Taufenbach 
Associates, Los Angeles, who 
cover the West Coast, the follow- 


sales representatives 


ing representatives were  ap- 
pointed: 
C. L. Cole, Boston, who will 


handle the seven New England | 


States; John Strom, Rochester, 
to cover New York State with 
the exception of metropolitan 


New York; Jack D. Marcus, New 
York, for the metropolitan area, 
northern New Jersey, and West- 
chester County; William Kremer, 


Philadelphia, whose territory in- | 


cludes southern New Jersey, east- 
ern Pennsylvania, Virginia, Mary- 
land, Delaware, and the District 
of Columbia; Matt Vea, 
Pittsburgh, to western 


and 
cover 


Pennsylvania and West Virginia. | 


At- 


six 


Frank W. Collins, 
will handle the 
southeastern states, exclusive of 
the western end of 
which will be covered by C. E. 
Corrigan, Jr., New Orleans, who 
will also take in Louisiana, Mis- 
sissippi and Arkansas, 
Michaels, Dallas, will 
Texas. The Earl Goetze Co. 
cover western Iowa, Kansas, Ne- 
braska and western Missouri. 
Frank A. Riley, St. Louis, will 
handle eastern Missouri and 
Kentucky, white T. S. Fulmer, 
Jr., Cleveland, has been appoint- 
ed for the state of Ohio. Taylor 
Paisley, Detroit, will cover Michi- 
Vincent J. Lonergan, Chi- 


Also 


lanta, who 


Tennessee, 


will 


gan. 

cago, handles eastern Iowa, 
northern Illinois, and southern 
Wisconsin. North and South 


Dakota, Minnesota, northern Wis- 
consin and the Michigan penin- 
sula will be covered by J. Art 
Berry out of Minneapolis, 


Hunter 
handle | 








CHROME PLATED 
FLUORESCENT 
LIGHTED CABINET 


added to our regular line 
of medicine cabinets 


This cabinet is chrome plated throughout making 
it rust proof. 


Light fixtures are also chrome plated and all wires 
are encased. 


All shelves adjustable—2" spacing. 


Cabinet lights should be operated from main bath- 
room switch as these lights give more than ample 
illumination and no other lights are required. 


Wall opening 18" x 20". Polished plate mirror size 
20" x 26", 


SOLD THRU DEALERS ONLY 
. 


Write for descriptive literature on our 
complete line of bathroom cabinets 


5 


IDEAL CABINET CORPORATION 


Division of Deslauriers Column Mould Co., Inc. 
7722 JOY ROAD DETROIT 4, MICH. 
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FHA ACCEPTS ALUMINUM | 


FOR VENT PIPES IN 
PLUMBING SYSTEMS 
After study of aluminum for 
use in vent pipes in plumbing 
systems, the Underwriting Divi- 


sion of the Federal Housing Ad- | 


ministration has issued standards 
accepting aluminum tubing or 
standard IPS aluminum pipe for 
this application, The standards 
are contained in a revised issue 
of Bulletin UM-1, Aluminum 
Building Products, in which Sec- 
tion 8 devoted to the new 
application. Copies of the bulle- 
tin may be secured by addressing 


is 


the Federal Housing Administra- | 


tion, Washington 25, D, C. 


The standards specify that 
aluminum vent pipes may be 
used for dry vents where the 


lowest connection to the ferrous 
metal piping is not less than 6 
inches the flood rim of 
any plumbing on which the vent 
is installed. Proper cathodic pro- 
tection for the aluminum pipe 
or fittings is required at each 
joint with ferrous metals, 


above 


BALLONOFF METAL 
NAMES TWO SALESMEN 
Ballonoff Metal Products Co., 


Cleveland, has appointed two 


new sales representatives. 
Lincoln Cahn, who became 
known in the housewares field 


when he was sales manager of 
Du-All Manufacturing Co., Gene- 
va, Ohio, is representing Ballonoff 
in West Virginia, western Penn- 
sylvania and all of New York 
outside of the metropolitan area. 

Reid H. Atlanta, 
well known to the trade in the 
Southeastern states, is handling 
Ballonoff sales in that territory. 


Cox, Ga., 


RE-ELECT OFFICERS OF 
WIMBERLY & THOMAS 
HARDWARE 

At the regular annual meeting 
of Wimberly & Thomas Hard- 


ware Co., Inc., wholesalers, Bir- 


mingham 2, Ala., the officers 
were re-elected for the ensuing 
year, The officers are: Hughes 
B. Kennedy, chairman of the 


James F. Shackelford, 
H. L. Schmitt, 
president, secretary and treasurer, 
Minnie E. Thomas, 
dent, James Lloyd Mason, Fulton 
Seelbinder and E. B. Somerville, 
vice-presidents, Directors of the 
company include: Messrs. Ken- 
nedy, Mason, Schmitt, Seelbinder 


board, 


president, vice- 


vice-presi- 


and Shackelford and James C. 
Lee, Jr., and Orville A. Reed. 
Mr. Mason is sales manager 


and buyer for industrial supplies | 


department and has been an em- 
ployee for 39 years. Mr, Seel- 
binder was formerly sales man- | 
ager of the general 
division, and is presently chief | 


hardware | 
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of purchases and an employee 
of the company for 40 years. Mr. 
Somerville is sales manager and 
buyer for the building materials 
department and an employee of 
the company for 23 years. 


WIPE-ON DISTRIBUTORS 
APPOINTED BY EMBREE 
Embree Mfg. Elizabeth, 
N. J., has recently announced 
the appointment of the follow- 
ing sales representatives for its 
products Wipe-On, in areas indi- 
cated: Texas, Oklahoma, Louisi- 
ana and Arkansas, The Hard- 
ware Sales Co., Alvin F. Myers, 
2205 Cedar Springs Ave., Dallas 
1, Tex.; for New England states, 
Michael Perkins, 84 Wallis Rd., 
Brookline 67, Mass.; for Colo- 
rado, Utah, Arizona and New 
Mexico — W. J. Peyser & Co., 
N. Weber St., Colorado 
Springs, Col.; and for Michigan 


Co., 


| and Toledo, Don Rose Associates, 


Park Detroit 26, 


Mich. 


Ave. Bldg., 


V. E. VINING ADVISES 
KANS. CITY HOUSEWARES 
TO SELL ITEMS IN STOCK 

“Sell the Merchandise you have 
in Stock” was the theme of an | 
interesting address by Vernon E. | 
“Sam” Vining, sales consultant, 
presented recently before the 
Kansas City Housewares Club, at 
Hotel Phillips, 

“Too many retailers and too | 
many wholesalers today are neg- 
lecting selling efforts on avail- 
able items. Instead they are de- | 
voting their thinking to furnish- 
ing excuses for poor delivery on 
items available in only limited 
supply. It’s time today to plan 
sales in 1950,” Mr. Vining point- 
ed out in his address to 125 
members of the housewares in- 
dustry in the Kansas City market 
area. 

Mr. Vining, who is a merchan- 


dising consultant for Westjng- | 
house Electric Appliance Divi- 
sion, Mansfield, Ohio, quickly 


captured his audience with his 
inspirational comments. Preced- 
ing the appearance of the guest 
speaker, Kenneth G,. Gillespie, 
president, introduced various 
committee chairmen who reported 
on activities of the club. 
Saturday, August 14th, is the 
date selected for the Kansas City 
Housewares Club annual picnic. 
B. J. Enright, Duff and Repp, 
Inc., is chairman of the commit- 
tee. Additional details will be | 
announced later. 


APPROVE REVISION 
STOCK FIR DOOR 
COMMERCIAL STANDARD 
The Recommended Revision of 
Old Growth Douglas Fir Stand- 
ard Stock Doors, Commercial 
Standard CS73-45, has been 
promulgated according to an an- 


| Inc., Lafayette, Ind. 


nouncement by the Commodity | 
Standards Division of the National | 
Bureau of Standards. The re- | 
vised commercial standard is | 
identified as CS73-48, and will be 
effective for new production from 
July 20, 1948. 

It covers four standard grades 
and includes layouts for house, 
garage and cupboard doors and 
sidelights. Illustrations of 60 dif- 
ferent stock designs are shown 


from which selections can be 
made that will harmonize with 
various architectural styles. 


The printed edition of Com- 
mercial Standard CS73-48 will be 
available on or about August 2, 
1948 and may be obtained from 
the Superintendent of Documents, 
Government Printing Office, 
Washington 25, D, C. at 15 cents 
each. 


GAS APPLIANCE VENTING 
PRACTICES, CONDITIONS 
STUDIED BY AGA 
The American Gas Association 
120 Lexington Ave., New York 
City 17, is sponsoring a general 
study of gas appliance venting 
practices and conditions in an 
effort to improve practices 
throughout the country. A_re- 
port on the initial investigation 
of Purdue Research Foundation 
on a project sponsored by the 
AGA committee on domestic gas 
research headed by R. J. Ruther- 
ford, Worcester, Mass., has been 
correlated in “Research in Vent- 
ing Direct Gas Heaters When 
No Chimney Connections Are 
Available.” It is not a technical 
manual but should prove help- | 
ful to gas company men, dealers, 
service men, installers, etc., in 
avoiding or remedying venting 
conditions that cause unsatisfac- 
tory service to customers and ex- 
cessive service calls, Copies are 


available of the 68 page illustra- 
ted bulletin for $1 per copy 
postpaid. 


MAYFLOWER INDUSTRIES 
DISTRIBUTOR FOR 
JETRONIC SPACE HEATER 

Morris S. Segal, president and 
treasurer of the Morris S. Segal 
Corp. and head of Mayflower 
Industries—Thor Corporation dis- 
tributors in New York, New Jer- 
sey, eastern Pennsylvania and 
northern Delaware, announced 
they have been named exclusive 
distributor for the Jetronic cir- 
culating space heater, manufac- | 
tured by Consolidated Industries, 


At the same time, Mr. Segal 
announced that the Mayflower 
Industries has been appointed 
distributor by the Allied Sales 
Agency of New York City for 
the Taylor Corp., Alliance, Ohio. 

The Home Appliance Division 
of the Mayflower Industries will 
continue to expand its activities 











| frame 
| windows, and aluminum combina 
| tion 

| units 


and add new lines of major a 
pliances according to its gener 
manager, Milton E, Haas, Thi 
new program is now under yg 
and it is expected to 
a complete line of major hon 
appliances including 


develop 


fas an 
electric ranges, radio, teleyisi 
kitchen sinks and cabinets and, 


full line of household refriger; 
tors, 
Mayflower 
cently 
to serve 


Industries has r 
increased its 
the territories 
of Thor Corporation product 
which includes Thor Automat 
Clothes Washer and Dishwashe 
Wringer Washer, Thor Gladir 
and the combination Sink. 


sales 


Staf 


with a 


CECO STEEL PRODUCTS 
OCCUPIES NEW BUILDING 

The general of Ce 
Steel Products Corp. were move 


olhices 


recently into a new oflice buildin; 
at 5601 West 26th Street, Ch 
cago 50. The general offices pre 
viously had been located in th 
firm’s Plant No. 1, adjacent, 
The new general office building 


is of reinforced concrete constru 
tion with face brick to mate 
the factory building. It is tw 


stories high and is designed » 
that additional 
added should it necessary ¢ 
expand general facilities 
The entrance to this building is 
of limestone and The 
lobby is of marble and flexwood 
with cove lighting. 

Inside, various colors were af 
plied for their physiological aic 
psychological effects em 
ployees, 

While the general office build 
ing was being erected, Ceco als 
built a new addition to its Plant 
No. 1, adding 50,000 square feet 
of manufacturing space. Facil 
ties for the manufacture of meta 
storm 


stories 
be 


othee 


may be 


granite, 


on 


screens, aluminum 


screer 


the 


storm window and 
will be 
new factory space, 

The new factory addition pro 
vides the company with 360,00 
square feet of 
space in a_ building 
one-fifth of a mile along the main 
line of the Burlington railroad. 

Ceco’s expansion program em 
braces its 14 _ plant-warehouses 
and its 23 district offices located 
from coast to coast. 


moved into 


manultacturing 
extending 


ARVIN APPOINTS FIVE 
JUNIOR SALESMEN 
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To assist Arvin district ma? 
agers in various parts of the 
country five junior salesmen have 
been appointed by Arvin division, 
Noblitt-Sparks Industri¢ Inc. 
Columbus, Ind., namely Thomas 
E. Davis, Edwin F. Cockerham, 
Dale A. Rust, John Wayne and 
John E. Lee. 
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JM. Kennedy Passes Away 
— Bigelow & Dowse Vice Pres. — 
Was Preparing To Go To Business 


The entire New England hard- 
ware trade received a most pro- | 
found shock on July 15th, at} 
the sudden death at his home in 
Medford, Mass., of Joseph M. 


Kennedy, one of the most widely | 


known as well as one of the 
most popular and best liked 
hardware men not only in New 
England but throughout the 


country. Mr. Kennedy was fat- 
ally stricken while preparing to 
leave his home for the office. 





JOSEPH M. 


KENNEDY 


At the time of his passing, Mr. 
Kennedy vice-president in 
charge of sales in the Bigelow 
& Dowse Co., Boston, hardware 
wholesalers. He a di- 
rector of the company and presi- 
dent of the National Hardware 
Stores, Inc., sponsored by Bige- 
low & Dowse Co. He was a man 
of high principle, strong and dy- 
namic personality and ex- 
tremely well liked by everyone 
with wl he came in contact. 


was 


was also 


was 


woom 
Joseph M. Kennedy spent his 
entire lifetime in the hardware 
trade and only two years ago 


celebrated his 40th anniversary 
with the Bigelow & Dowse or- 
ganization, During his life, he 


witnessed tremendous changes 
and great strides of progress in 
the hardware business, to which 
accomplishments he contributed 
in large measure. In addition to 
his connections with the Bigelow 
& Dowse company he was a 
member of the Housewares Club 
of New England, the Sales Man- 
agers Club of Boston, the Elec- 
tre — Institute. the Boston 
Chamber of Commerce and the 


National Association of Manu- 
facturers, He was a member of 
St. Joseph's Church, Medford, 


end its Holy Name Society. 


JULY 29, 1948 


Mr. Kennedy is survived by his 
widow, Mrs. Ida Monahan Ken- 
nedy; one daughter, Ruth and a 
grand-daughter Jeanne; as well 
as two brothers, Lawrence E, and 
William F. Kennedy, both of 
Pasadena, Cal. His aged father, 
Martin J. Kennedy, Medford, 
and one sister, Mrs. C. L. Mason, 
also survive. 

CHASE W. TEMPLETON 

Chase Waite Templeton, presi- 
dent of the American’ Brush 
Corp., 1113-1119 N. Franklin 
St., Chicago 10, died July 11, hav- 
ing just returned from a winter 
vacation. With his brother Karl, 
he founded the American Brush 
Corp., 30 years ago. 


CHARLES F. PITTMAN 

Charles F, Pittman, 67, presi- 
dent of the Prescott Hardware 
Co., Prescott, Ark... died June 
25. He was a lifelong resident 
of Prescott 
leader. 


and a business and 


civic He is survived by 
his widow, a son and a daughter. 


EDWARD C. EBLING 


Edward C. Ebling, 54, vice- 
president and_ treasurer of | 


B. Ebling, Inc., Kenmore, N, Y. 
died recently after suffering a 
heart attack in his home. He had 
been in the hardware and plumb- 
ing business since 1928 and prior 
that he owned the Kenmore 
Coal & Ice Co. He 
Lodge 795 of the Odd Fellows 
the Frontier Beagle Club. 


FREDERICK M. HOLMES 


to 


and 


Frederick M. Holmes, chair- 
man of the board of North & 
Judd Mfg. Co., New Britain, 


Conn., died recently at the New 
Britain General Hospital. 

He started with North & Judd 
in 1900 as a bookkeeper and 
was promoted through the offices 
of cashier, purchasing agent and 


office manager. In 1914 he was 
elected assistant treasurer and in 
1917, assistant manager, A year 


later he was made vice-president 
and treasurer, holding these posi- 
tions until he was elected presi- 


dent in 1922, 
After 45 years of service, 23 
as president and general man- 


ager, he was succeeded by Fred 
erick L. 
Mr. Holmes became chairman of 


the He 


Morrow as president, 


board. was a director 





belonged to | 


| 





of the New Britain National | 
Bank and a director of the New 
Britain General Hospital, He 
took an active part on one of 
the leading committees of the 
Connecticut Manufacturers As- 


sociation, He was a 32nd degree 


Mason and a member of the 
Sphinx Temple, Order of the 
Mystic Shrine, 
ELMER G. BIECHLER 
Elmer G. Biechler, 58, first 


president and general manager, 
Frigidaire Division, General 
Motors Corp., Dayton 1, Ohio, 
died July 5 after suffering a 
heart attack, Thirty of his 58 
years were spent with Frigidaire 


and with Frigidaire’s parent 
company, Delco Light. 
When Delco was formed in 


1916, he was named traflic man- 
ager and purchasing agent. Suc- 
cessive promotions carried him 
through the of 
sales manager and sales manager 
In 1924, when R. H. Grant, Sr., 
Delco president, was transferred 
to the Chevrolet Motor Co., Mr. 
Biechler succeeded to the office 
of president and general manager. 

When the Frigidaire Corp., 
was created he became first 
president and general manager, 
serving continuously until 1943, 


posts assistant 


when he retired because of ill 
health. —_—- 
EARL ERLANDSON 
Earl Erlandson, 54, secretary 
of the South Dakota Retail 
Hardware Association for 10 


years, who had been associated 
with the hardware industry for 
25 years in the northwest, died 
recently, Mr. Erlandson started 
his hardware career in the field 
Minnesota Retail 
During 


service of the 
Harware’_ Association, 
the period when the South Da- 
kota Association was 
from the Minnesota headquarters 
he was assigned to South Dakota 
to the members in that 
state. When the South Dakota 
association resumed separate op- 


managed 


serve 


eration in 1939, he was appointed 
secretary. He had 
the North Dakota Association in 
the conduct of its 
vention and exhibit on occasion. 


also assisted 


annual con- 


Upon his death he was com- 
pleting his second term as a 
member of the South Dakota 


legislature, 


ALBERT D. MARTIN 


Albert D. Martin, Rochester 
hardware dealer, and _ former 
president of the New York 


State Hardware Association, died 
Hospital 


in Genesee 


after a brief illness. 


recently 


He was associated with Weed 
& Co. in Rochester early in life. 
In 1921 he purchased the hard- 
ware business at 226 Winton Rd., 
and managed it until his death. 


| 
| 
| 
| 
| 


of the 


Association 


He 
Rochester 
for 
trade 


was president 

Hardware 

years managed 
of the 


connection 


and several 
the 
association 


the 


state 
with 


shows 
in 


annual conventions, 
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L. K. LAZENBY 

Lee K. Lazenby, 91, for more 
than half a century engaged in 
the hardware business at States- 
ville, N. C., died recently at his 
home there. He was one of the 
founders of the Lazenby-Mont 
gomery Hardware Company, Sur- 


viving are his widow and a 
daughter. 


RALPH M. DUNBAR 
Ralph M. Dunbar, 56, manager 
of the Michigan Division of the 
Sherwin-Williams Co., Cleveland, 


died suddenly July 12 at his 
home, 27757 Santa’ Barbara 
Drive, Birmingham, Mich, 

Mr. Dunbar was a manufac- 
turer's agent for the Keystone 
Varnish Co., before joining S-W. 
He began working for Sherwin 
Williams in 1931 as a sales 


representative at Pittsburgh, Pa 
In 1937 he was made manager 
of the Northern Ohio 
with headquarters in Cleveland. 
He in until 


his appointment in 1942 as head 


Division 


resided Cleveland 


of the Michigan Division. 

Mr. Dunbar was active in the 
Detroit Paint Club, the Detroit 
Sales Executives Club and the 


Shriners. He attende | the Church 


of Christ Scientist. 
CARL R. SMITH 
Carl R. Smith, assistant sales 


manager, New England territory, 
Schalk Chemical Co., 3333 W. 
8th Place, Chicago 22, Ill. 
passed away Well 
in the h and 
paint field, he had 
identified with both for the past 


recently. 
known dware 
been closely 
20 years. 
JAMES E. COOPER 

James E. ( ooper, Mid | othian, 
Texas, retired hardware and im 
plement dealer, died recently. 
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ADVANCES 
Some copper, brass products. Platinum. Some tires. Some elec. appliances. 
Some elec. motors, generators, industrial control equipment. Stee] scrap. 
Oil country tubular goods. Some steel products. Some wire and cable. Glass 
products. Aluminum building wire. One make of plastic sheeting. 


DECLINES 
One line of anti-freeze. 








Plexiglas sheeting—The price 
of Plexiglas sheeting advanced seven 


per cent on July, i, 


U. S. Steel’s Prices—On July 
13, at midnight, U. S. Steel subsidiaries 
shifted to the f.o.b, system of pricing, 
abandoning its traditional basing point 
system, On July 20 Benjamin Fairless, 
president, announced new prices at 
mills or shipping points, and effective 
July 21. “The new prices embrace a 
restoration of the average price reduc- 
tion of about $1.25 a ton made by (its) 
subsidiaries last April, and in addition 
include an average increase of approx- 
imately $8.09 a ton, or about 9.6 per 
cent, in the basic prices for major steel 
products then quoted by . . . sub- 
sidiaries. The amount of the price in- 
crease varies for different products,” 
said Mr. Fairless. “United States Steel 
greatly regrets the ever-increasing cost 
of producing steel, resulting as it must 
in higher prices for steel. These present 
price increases are made solely to 
compensate United States Steel for in- 
creases in its costs of operation due to 
conditions beyond its control.” 


* * * 


Other markets definitely hit 
Detroit steel users, who consume thou- 
sands of tons of steel in producing auto- 
mobiles, will have to pay more for 
steel. Detroit is a prized competitive 
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market, and heretofore, to get a share 
of this business, most producers met 
competition by absorbing the freight. 
Now this is “out,” and the freight bill 
must be added onto the regular mill 
price, 

The Great Lakes Steel Corp. an- 
nounced it has switched to an f.o.b. 
mill basis for pricing its steel. The new 
prices are a flat 20 cents per hundred 
pounds higher than the previous De- 
troit basing point prices. All freight 
and switching charges now will be paid 
by the customer. The new schedules 
were effective July 13, 


. @ © 


Lead, copper and zine—Lead 
consumers received a sharp blow in the 
June 10 week, when a strike shut down 
the principal mines of the nation’s lead- 
ing producer. Workers at St. Joseph 
Lead Co's major lead mines and plants 
in southeastern Missouri struck and 
operations have ceased. Lead is in the 
shortest supply of the major non-ferrous 
metals. St, Joe’s Missouri properties 
have been turning out the metal at the 
rate of about 10,000 a month—equal to 
almost a third of U. S. mine production 
of lead. Industry members say there is 
a large demand abroad for copper, lead 
and zinc,—currently more than can be 
supplied. Inquiries are coming from 
nations that are not within the E.R.P, 
orbit, as well as from nations that will 
benefit under that program. Domestic 


consumers of copper have been placing 
orders with producers for tonnage well 
ahead of the total placed at the corre 
sponding time in previous months. Th¢ 
domestic price holds firm at 2114 cents 
a pound Connecticut Valley base. The 
recent demand for zinc continued large, 
with producers in the Tri-State district 
expecting higher prices when the strike 
situation there becomes clarified. How- 
ever, there was no change in the cur 
rent quotation which remained at 12 
cents a pound East St. Louis for prime 
western grade, 


Wire and cable Phelps 
Dodge Copper Products Corp. an 
nounced, effective July 15, that its 
prices of copper wire and cable prod 
ucts are being advanced 3 per cent to 
13 per cent. The corporation’s prices 
for bare, weather proof and Habirlene 
wires and cables are advanced approxi 
mately 714 per cent; magnet wire 8 pet 
cent; varnished cambric cable 5 per 
cent; Habirshaw mold-cured cords and 
cables 6 per cent, and other cords 
approximately 6 per cent. It also was 
announced that the company on July | 
advanced its prices for building wire 
and cables, non-metallic sheathed cables 
and service entrance cables, by approxi- 
mately 13 per cent. 


Other advances—On July 135, 
United States Rubber Co, announced 
immediate increases in the prices ol 
electrical wire and cable ranging from 
6 per cent to 13 per cent, to offset ris 
ing costs of labor and materials, Copper 
building wire will go up 13 per cent, 
aluminum building wire with braided 
cover 7 per cent, aluminum building 
wire with neoprene cover 13 per cent, 
and portable cords 6 per cent. The com 
panys largest volume is in building 
wire, which is used to wire homes 1 
industrial buildings. Portable cords are 
used on appliances and industrial eq 


ment, and also in mines. Anaconda 
Wire & Cable Co. also marked up base 
prices of its principal copper wire and 


cable products by 34 to 154 cents a 
pound, effective immediately. 
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Wholesale Hardware Sales: 


By Geographic Divisions, for May 1948 


Num- SALES REPORTED SALES 
GEOGRAPHIC ber Percent YEAR-TO-DATE» 
DIVISION of Change Amount (Add 000) Percent 
Firms* May 1948 vs. Change Five Five 
From Months Months 
May Apr. May May Apr. 5 Mos. 1948 1947 
1948 1948 1948 1947 1948 1947 (Add000) (Add000) 
U. S. TOTAL 276 +4 —8 $65,597 $63,043 $71,015 + 6 $341,193 $320,481 
New England ; 19 1 2 —10 1,732 1,691 1,918 7 8,246 7,736 
Middle Atlantic 68 1—9 11,356 11,294 12,430 + 5 55,497 52,605 
East North Central 43 +6 —5 9,673 9,101 10,179 + 6 56,587 53,451 
West North Central 36 +3 —13 13,581 13,157 15,654 + 5 69,363 65,767 
South Atlantic 29 +9 —4 3,769 3,459 3,924 +12 23,393 20,931 
East South Central ig +1—7 4,807 4,766 5,158 + 7 23,947 22,330 
West South Central 24 +8 0 8,016 7,390 7,984 t 9 40,576 37,071 
Mountain 13 +9 —8 2,690 2,479 2,911 13 11,611 10,307 
Pacific 26 +3 —8 9,973 9,706 10,857 + 3 51,973 50,283 
Bureau of the Census Current Wholesale Trade 
* Includes 25 reports received too late to incorporated in Census Bureau published 


releases. 


b 


Includes reports received too late for inclusion in previous monthly totals. 


Number does not apply in all cases to the year-to-date figures. 








Glass products advanee—On 
July 13, price increases on most of its 
glass products were announced — by 
Libbey-Owens-Ford, at Toledo, L.O.F. 
announced in a telegram to all cus- 
tomers, that “our prices will be in- 
creased approximately as follows: plate 
glass, safety glass and Tuf-flex, includ- 
ing doors, 9 per cent; window glass, 
all thicknesses, 10 pez cent.” The com- 
pany gave as reasons for the price 
increases the usual story, higher freight 
rates and wages that they must pay. 


* 4 * 


Anti-freeze alcohol reduced 
—Publicker Industries, Inc., a large 
producer of industrial alcohol, has _re- 
duced the price of its “Thermo” anti- 
freeze, to both distributor and consumer. 
“Thermo’s” price in 54 gallon drums, 
to jobbers, was cut from 99 to 80 
cents per gallon, and the suggested re- 
tail price, from $1.75 to $1.50 per 
gallon, A spokesman said that this re- 
duction is the first on alcohol-type 
anti-freeze since the war started, “and 
brings the price of non-toxic Thermo 
down to a level only slightly above the 
cheaper grade toxic anti-freezes.” 

* * ¥* 


Platinum veers upward again 
—On July 1, the price of platinum 
was advanced $13 an ounce by a lead- 
ing refinery, to a new basis of $88 per 
ounce for bulk quantities (several in- 
dustries use platinum largely) and 
$91 per ounce for retail lots. This ad- 
vance was an about-face, matching the 
$13 an ounce drop on June 15, when 
the quotations were established at $75 
and $78. On June 4, also, the price of 
platinum had been lowered $10 per 
ounce, from the year’s high of $98 
wholesale and $101 retail. Market au- 
thorities say the supplies of platinum 
coming in from abroad have slowed 
up considerably, and that there has at 
the same time been some stepping up 
of the industrial demand, 


* * * 


How cement prices re-acted 
Cement will cost the consumer up to 
75 cents a barrel more, depending on 
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the distance he is from a_ producing 
plant, as a result of the Supreme 
Court decision outlawing the basing 
point delivered price plan. Some cement 
makers have already adopted f.o.b. mill 
pricing, including Giant Portland. 
Pennsylvania-Dixie and Universal Atlas. 
The latter is a U. S. Steel subsidiary. 
Other big firms have not yet made their 
pricing plans public. 
* * * 


Steel scrap advanced — The 
Iron Age, on July 7, reported heavy 
melting steel scrap up an average of 
75 cents a ton in the Chicago district, 
moving the steel scrap composite up 
25 cents per gross ton to $40.81, “the 
first change in months.” It warned that 
a prolonged shutdown of the mills’ 
“captive” mines would be a_ severe 
shock to steel users. 

+ * t 

Raises steel prices—Reflecting 
its recent wage increase, as well as 
other higher operating costs, Timken 
Roller 


fective 


Bearing Co. announced, ef- 
July 6, an increase of prices 
on all its steel products a flat 5 per 
cent. The increase would affect alloy 


bars, billets, seamless steel tubing, 


‘ 


stainless steels and tool steels, The 
company has a rated ingot capacity of 
electric and open hearth steel of 
50,000 ingot tons per month. 

* * * 


Oil country tubular goods 
advanced—On June 29, one maker 
raised prices 26.8 percent on certain 
tubular goods used by oil producers 
the advance to affect all shipments on 
or after July 6. 
tubing are affected. 
mented thus on its action: “The averag: 
net sale value of oil country tubular 
goods has increased only 24 percent 
from 1938 through the first quarter of 
1948. Constantly 
turing costs over the same period have 


Casings and oil-wel] 
Pittsburgh com 


increasing manufa 


turned profits into losses, so that cor 
tinued production at prices heretofor: 
in effect would be economic ally un 
sound, and would result in the ultimat: 
lessening of such supplies for the con 
sumer.” 

“The average adjustment of 26.8 per 
cent on our selling prices now wil 
bring oil country casings and oil well 
tubing approximately into line with the 
average increase which has taken place 
on all iron and steel products.” 

* * # 

Westinghouse increases ap- 
pliances—Prices of electric home appli- 
ances have been increased by Westing 
house Electric Corp.—made_ necessary 
by the “third round of industry-wide 
wage increases and accompanying high 
costs of materials, parts, 
fuel and 


raises were applied to electric ranges 


component 


transportation.” The price 


refrigerators, water heaters and small 
Based on Jan. 1, 1948, 
prices, the average retail prices of the 


appliances, 


ranges are up 7.1 per cent: refriger 
ators, 5.7 per cent; water heaters, 
per cent, and small appliances, 4.9 
per cent. The price increases include 
Commander, double 
$344.95 to 
$364.95: Commander, single-oven, from 
$299.95 to $319.95, 


Refrigerators: American Triumph, 10 


Electric ranges: 


oven model raised from 








Wholesale Hardware Inventories: 
By Geographic Divisions, for May 1948 


End of Month Inventories (Cost) 


Percent 

Num- Change 
ber May 1948 vs. 
GEOGRAPHIC of May Apr. May 
DIVISION Firms 1947 1948 1948 


U. S. TOTAL 
New England 


Middle Atlantic 41 +18 —3 12,950 
East No. Central 35 +16 —1 16,362 
West No. Central 29 31 +6 28,097 
South Atlantic 23 37 —6 6,423 
East So. Central 7 +16 +4 3,336 
West So. Central 16 18 —1 14,253 
Mountain a 8 28 —1 1,681 
Pacific 18 +14 0 21,384 


Bureau of the Census 
* Includes 22 reports received too late to 


releases. 


Amount (add 000) 


189 +21 O $108,351 $89,728 $107,894 214 185 197 
12 +14 — 3,865 3,395 


Stock-Sales Weeks’ Supply 

ratios” of Inventory 
on Hand* 

May Apr. May May Apr. May May 

1947 1948 1948 1947 1948 1948 1947 


12.6 10.9 

3,911 291 258 273 17.1 15.2 

10,980 13,356 174 152 161 10.2 9. 
14,111 16,477 189 175 183 11.1 10.3 
21,497 26,536 217 170 177 12.8 10.( 
4,672 6,846 192 156 202 11.3 9.2 
2,879 3,209 161 138 137 9.5 8.1 
12,089 14,421 226 206 234 13.3 12.1 
1,311 1,703 194 174 190 11.4 10.2 
18,794 21,435 281 251 263 166 14.8 


Current Wholesale Trad¢ 
incorporated in Census Bureau publish¢ 


> Stock-sales ratios are obtained by dividing the stocks by the sales for an identical gr 


of firms. 


* 


Calculated by dividing end-of-month inventories at cost plus mark-up by sales durins 


month and multiplying the quotient by the number of weeks in the month. Sales includ 
direct shipments and consignment business. Weeks supply are lower than if based on « 


of sales trom owned stocks, 
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, ° f Ask Your Jobber For These Quick-Selling 
Youll be Surprused ' 


How P&C DISPLAY BOARDS AND 


























































































































































































































roods FO 
naker TOOL SETS INCREASE SALES! Za 
_ Model P-121 
= All Steel Unbreakable 
ts QUALITY TOOLS AT POPULAR PRICES Non- eee able Block 
l-wel] THAT WIN INSTANT ACCLAIM 
erage 
bul iT ' 
yr Model AP-120 [& 
ll *All Steel Unbreakable fm 
h 7 aes 5 Adjustable Block Plane. [a 
ave 2? U ss 
ofor Model B-105 Be 
_ Sliding Bevel , S24] 
mate 4 Psa 
col Model HP-125 B& 
*All Steel Unbreakable [i 
Sper Hobby Block Plane 3 
wl ’ =. 
x Model G-115 % 
lace Jobber’s Drill Gage. Model HM-131 BS 
Hobby Try MitreSquare By 
DISPLAY BOARD 22-K— with sturdy plastic Be 
Open end and combina- i ei = 
ap- tion wrenches. % 
ppli- : Ds 
tir . is 
ssary Model 100 on Ss 
- RS 
ae Combination Square . Model RL 113-2 bs) 
high th level and scriber Now 6 ft. Aluminum 54 
ae with level Folding Rule. Satin Fin- q 
‘ ish, Black Numbers on § 
cies Both Sides. 
nges 
948. | 
the i) 
mer Model S-107 Model L-111 
} ee a ee *Adjustable Level Jr 
19 Adjustable Bench Carpenter Square and 
B 2 vial spirit level. 
bl ‘Neos 
to 
from 
Model C- 102 
10 Model M-119 Try & Mitre Square with 
2700 B WRENCH SET—Compact Vise Type *Mitre Box level 
— set of combination and openend ao 
=o wrenches. Popular opening 
sizes—durable plastic kits. a Ss: —\ 
— a: cD: 
. —_— V IX LS 
Hardware dealers everywhere are finding their tool | - aa 
sales are rapidly increasing through the use of P&C ho \ Model P-108 
-_ display boards and the featuring of P&C sets. i x Ak tractor & Drill Gage 
ory Merchandising units of any size can be made by ols in 1 
ies combining P & C's attractive, sturdy display boards. 
947 Your P&C Salesman will tell you how these boards Model BD-124 
0.9 can be obtained free. When you get them, you'll be Waiversal Hand Heil 
- surprised how your tool sales will increase! Write Positioned at any angle 
0.3 for full information today. Model D-106 
9.2 *Handy Home Tool 
8.1 6 tools in I. 
- 4704 Pot Pending USA 





WATCH FOR ADDITIONAL TOOLS 
” 
“The Best Tools Money Can Bur | sa NUMBERS APPEARING REGULARLY 


“yr pot 






“ HAND FORGED TOOL COMPANY TWIX MANUFACTURING COMPANY, cRN 


40-09 2lst STREET, LONG ISLAND CITY 1, 
BOX G-2 MILWAUKIE P. O PORTLAND 2, OREGON 





JULY 29, 1948 









Tremfla 


Stops rust on rusted metal. 
Prevents rust on clean metal. 


There's a big consumer market 
for this new product on farms, 


“aoe 


RUST PAINT 







ANOTHER 
TREMmCO 
PRODUCT 





in homes, and wherever rust 
conditions prevail. 





Widely used and proved in in- 
dustrial maintenance. Now 
available as a profitable, fast- 
turning item for hardware or 
paint retailers 








Paints over rust 
and won't peel off! 





Tremclad sea/s rust and paints 
ina single operation. Trem- 
clad penetrates rusty surfaces 
seals all pores... . stops 
rust by making it inactive. 


Seals entire surface against 
moisture. Available in Alumi- 
num and Black. 








kk = 


SOLD BY LEADING HARDWARE 3 BS (2 
AND PAINT JOBBERS TI LkAKAS 


ian al a) 





OVER 100 USES Ve 








Galvanized Metal Fence = Steel 
Roofs Radiators Sash 
} Pipes Fire Stove 
; Farm Escapes Pipes 
| Machinery Concrete Screens 
Car igy Blocks , Utensils 
Fenders Boilers Trucks 


SOLD BY THE MAKERS OF 


STRIP-Seac » MASTICGLAZE 


* * * 


TREMCO Manufacturing Co. 


CLEVELAND 4, OHIO 


108 








Wholesale Hardware Collections 
On Accounts Receivable: 
By Geographic Divisions, for May 1948 


ACCOUNTS RECEIVABLE 





COLLECTION” 











Percent PERCENTAGES 

Change Amount (Add 000) 

Number May 1948 vs. 

GEOGRAPHIC of May Apr. May May Apr. May May Apr 
DIVISION Firms 1947 1948 1948 1947 1948 1948 1947 1948 
U. S. TOTAL 252 +16 + 3 $70,862 $61,280 $69,040 88 5 89 
New England ; 16 +28 — 1 2,227 1,745 2,250 78 32 78 
Middle Atlantic 60 + 9 —2 12,307 11,245 12,541 89 32 90 
East North central 41 +11 —1 10,478 9,476 10,621 90 } 90 
West North Central 35 +21 +10 17,283 14,289 15,676 85 T; 86 
South Atlantic 28 +21 + 2 4,175 3,456 4,098 90 ) 89 
East South Central 14 +21 + 2 3,580 2,963 3,526 90 ) 91 
West South Central 22 +20 +5 6,820 5,686 6,494 100 104 = =104 
Mountain . 10 +15 + 5 1,318 1,151 1,251 91 89 91 
Pacific —.. ines 26 ‘+12 +1 12,674 11,269 12,583 85 89 83 





Bureau of the Census Current Wholesale Tr ade 
* Includes 24 reports received too late to be incorporated in Census Burea 
releases. 
Collection percentages are obtained by dividing the collections by the a¢ 

an identical group of firms. 


b 








cubic feet combination — refrigerator- some 35% above the price of the 
freezer, from $359.95 to $379.95: Amer- 
ican Bounty, 7 cubic feet combination, 


primary metal. Aluminum now goes 
to more than 4000 products. Output las 


from $299.95 to $309.95, Electric year, at over a billion pounds, was 
roaster, from $36.95 to $38.95: electric nearly four times the out-turn in pr 
iron. two models, from $10.95 to $11.95; war 1939. Aluminum is one of the 
sandwich grills and waffle baker, from very few commodities which is nov 
$16.95 to $17.95. cheaper than before Pear! Harbor. A 
16 cents, primary aluminum is price: 
..)6s 20% helow the 1939 level, although the 
average price level of all metals ar 
Aluminum supplies lagging metal products is now nearly 70% 
—The nation’s aluminum supply today above mid-1939, 
is falling far short of a rising demand. 
Alcoa's” new price of 16 cents per ae 
pound, up a cent recently,” does not 
fully reflect the pressure of this de- 
mand, Today, actually, aluminum alloy Changes on tires (mor 
ingots, produced by small companies recent price advances on industr 
from aluminum scrap, copper and sil- lines comes a mark-up on tires, Like 
icon, are selling for 22 cents per pound, other such moves, this was ascribed t 








INDEPENDENT RETAIL HARDWARE STORE SALES 
TRENDS IN 19 CITIES IN THE UNITED STATES 
May, 1948, Comparisons 


Percent Change 





May 1948 5 mos, 1948 Vay 1948 
compared with compared with compared wit 
Cities May 1947 5 mos. 1947 {pril 1948 
Califormia—Los Armee cn .csco-coccccscccssensee +9 + 5 +9 
San Francisco oe +16 +18 T ! 
Florida—Miami sin —17 = 9 oe] 
Illinois—Chicago 0 + 5 +3 
Peoria ' +11 * 13 
Massachusetts—Boston ; um 2 —14 a 
Michigan—Detroit +11 +16 Te 
Missouri—St. Louis . +. 1 oy 4 T 
Nebraska—Omaha : —11 + 4 { 
New York—Buffalo + ] + 6 +2 
New York ‘ -— 6 — 2 ~ 
Ohio—Cleveland - + 2 + 
Toledo — § +10 + 9 
Youngstown — 5 ww 2 + 
Oregon—Portland si —7 -—9 - 
Pennsylvania—Philadelphia . —17 — 4 ~ 
Pittsburgh ; 0 + 3 T 
Washington—Seattle _ —14 —10 - 
Wisconsin— Milwaukee acces + 8 +19 ils 
Insufficient data. 
Compiled by Bureau of the Census, U. S$. Department of Commerce Ss 
Monthly Retail Trade Reports of the Bureau of the Cet re = 


Editor’s Note: 
limited to cities and other local areas, because appropriations 


available for th 
year are not sufficient to develop and maintain valid data on a state-by 


state 


HARDWARE AGE 
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Sales of Hardware Wholesalers 


Total for 
$823Million 
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Source: Office of Business Economics, U. S. Department of Commerce. 











rising costs of labor, transportation, and 
S. Rubber 


announced price in- 


other operating items. U, 
Lo., on July 1, 
creases of 6 percent for passenger tires 
and inner tubes. Truck tires were 
raised 5 per cent. and from tractor 


tires 6 to Ty percent, 


Motors and generators — A 
price increase on some lines of electric 
motors, engine-driven generators, and 
industrial control equipment, has heen 
Electric 


a 5% increase went 


announced by Westinghouse 
Corp. As of July 2, 
into effect on motors up to about 200 
horsepower, and on generators up to 
about 150 kilowatts. All industrial con- 
trol equipment was raised 10% at the 
same time. The increases were due to 
greater material 


higher wages. and 


Prices by and to farmers 
The U. S. 


Economics, in its recent monthly price 


Bureau of Agriculture 


report, said that its index of prices 
for meat animals on June 15, reached 
390, 11 


highest on 


points over January, and the 
record. This brought the 
total, 
to 295, compared to 271 a year ago, 


farmers’ “price-received” index 
and a record top of 307 in January, 
1948. During the same period, higher 
prices paid for food the farmers had 
to buy resulted in a one point raise in 
their prices-paid index, to 251, com- 
pared with 2230 a year ago, and the 
same figure, 251, a record, in January 
of this year. 


Steel output at peacetime 
peak—Production of steel for the first 
half of 1948, 


although only slightly 








costs, above a vear ago, will have established 
Estimated Sales 
Of Wholesale Hardware Distributors* 
Monthly 1939, 1941, 194 1947 and 1948 
Express d in mil ns of dollar } 

Month 1948 1947 1946 1941 1939 
January $146 $ 138 $ 100 $ 56 $ 39 
February 148 142 104 55 37 
March 177 164 116 64 48 
April 185 170 126 76 47 
May 167 160 129 80 52 
Total First Five Months 823 774 575 331 223 
June 148 126 80 51 
July 146 130 82 45 
August 148 139 84 50 
September 162 139 89 60 
October 186 170 92 60 
November 162 152 79 54 
December 151 143 80 49 
Grand Total for Year $1877 $1574 $917 $592 
"Estimated by the Office of Business U. S. Der Cc erce 
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MONEY- 
MAKER! 





THREADING MACHINE 


Here's what this complete low cost, 
modern machine can do to help YOU 
make money: 

1. Thread, ream and cut-off pipe up to six 


times faster than the work con be done with 
hand tools and human muscles. 


2. Thread both ends of nipples as short os 
3%" in the 2” size without using a nipple 
chuck. (Other sizes in proportion) 


3. Hold and thread pipe or studs as short 
as 2%". 
4. Produce more uniformly accurate threads. 


5. Save countless hours of time and hard 


work. 


The New “SPINFAST” Front Chuck 


A quick spin of the easy-to-grip wheel chucks 
or unchucks the pipe. No chuck wrench is needed. 


Range of the “Pipe Master” 


Standard range “%4"" to 2” pipe. Extra range 
¥%'’ pipe. Connected to universal drive shoft the 
machine has ample power to drive geored re- 
ceding die-stocks up to 6" capacity. 


SEND FOR CATALOG 24-A 


THIS ILLUSTRATED CATALOG .GIVES COMPLETE IN- 
FORMATION ABOUT THE OSTER “PIPE MASTER”. 


MAIL THIS 


THE OSTER MANUFACTURING CO. 
2028 EAST 61st STREET 
CLEVELAND 3, OHIO, U. S. A. 

Send FREE Catalog "LIST NO. 24-A" which 











| describes the No. 502 "PIPE MASTER" | 
| Portable Threading Machine. | 
| | 
| My name | 
| | 
| Company | 
| | 
| Street | 
| | 
| City State | 
Os eee ete eiiinintaaatanaamniaaniilain ans a 




















CASEMENT 
OPERATOR 











we oh Ate Sh better grade 


Operator in the field. 

hae ESR Has steel channel arm, 
steel sash bracket, fibre slide and high 
grade brass finish on handle and 
screen escutcheon. 


ae PIRATE I NS Con be used with 


either right or left hand windows. 
ba Saas in operation and unusually 
strong. 


Write for folder covering other items of 
builders’ hardware. 


PACIFIC BRASS & HARDWAR 
MANUFACTURING CO. 











1126 Chico Avenue, El Monte, California 


Warehouses in New York - Boston - Chicago 





PAINE 
SPRING 


WING BOLT 





TOGGLE 














The Paine Spring Wing 
Toggle Bolt — a must 
item for hanging any- 
thing to hollow material 
such as wood, gypsum, 
marble, lath, plaster, tile 
and sheet rock—it’s eas) 











to install—drill hole 





slide wing end through 
tighten bolt and you 
have a sturdy positive 
anchorage. 

Send for complete 
catalog on Paine 
fastening and 











banging devices. 


PAINE CO. 





Chicago 12, 


and Hancine DEVICES 





2963 Carroll Ave. 


Ill. 








a peace-time record of some 44 million 
net tons, say industry observers, If a 
coal strike does not materialize, that 
output should be exceeded in the 
second half-year, since the final six 
months in any year traditionally has 
productive 
improve- 


been the industry's more 
period. With an expected 
ment in scrap supplies, and relying on 
sufficient coal, the steel industry is 
ready to push production schedules as 
close as possible to capacity, hoping 
on the final half-year to reach a goal 
of at least 45 million tons, For the 
week ending July 3, reported by the 
American Iron & Steel Institute, steel 
operations were scheduled at 95.2 per 
cent of capacity, down slightly from 
the latest preceding weeks. In the 
July 3 week, 1,716,000 net tons of 
ingots and castings were turned out, 
comparing most favorably with the 
1,259,900 total of the corresponding 
1947 week. 


* * * 


Building hits new peak—The 
Commerce Department has_ estimated 
new construction put in place in June 
at $1,605,000, the highest dollar value 
for any month on record. The total, 
which covers only construction work ac- 
tually done and excludes contracts for 
later performance, showed an increase 
of 11 per cent over May, or slightly 
more than the normal rise between 
those months, The June total was a 
full 38 per cent higher than in June 
a year ago, andk $100,000,000 above the 
attained last 
Private 


previous record — levels 
October, and in July, 1942, 
housing construction alone 

$625,000,000, a 9 per cent gain over 
May and a 54 per cent rise over June 


came to 


last year. 
* * & 

Lumber output to hold—The 
Department of Commerce said July 7, 
that 1948 lumber production, “despite 
considerable earlier optimism, is not 
now expected to exceed appreciably the 
high levels of 1947.” It also said in a 
quarterly lumber report that prices of 
common gratles of southern pine now 
“softening appreciably,” 
generally 


appear to be 
although — lumber 
reached “successive new highs in April 
and May.” In contrast to the southern 
pine situation, west coast lumber prices 


prices 


appear to be “firmer than ever” be- 
cause of the northwest floods and a 
lumbermen’s strike. 


” * *. 


Farm prices to stay up — 
That the impact of bumper crop 
harvests this year will not force radical 
downward adjustment in the prices of 
most crops, is the conclusion of the 
Bureau of Agricultural Economics in 
its latest farm outlook report. Except 
for the price of feed grains, the Bureau 
believes, major crop prices will not 
average much lower than the 1947-48 
crop year which ended June 20. With 
corn prospects so unusually favorable, 
and if good weather continues to help 
the growth, there is likely to be a 


“substantial” drop in the price of feeds, 
the Bureau said, 
* * & 

Record crops forecast — A 
record corn crop of 3,328 million 
bushels was forecast for 1948 by the 
Agriculture Department on the basis of 
July 1 field conditions, The previous 
high was 3,249 million 
1946, Corn is the largest source of live. 
stock feed. A peak harvest should 
mean larger meat supplies later, though 
not in the months immediately ahead, 
The Department said production of all 
crops this year promises to exceed the 
previous record in 1946. It raised its 
estimate of the 1948 wheat crop 49 
million bushel to 1,241 million total, 
This would be the second largest out. 
put in history. New crop wheat is mov. 
ing in such huge volume that the rail- 
roads already have embargoed wheat 
shipments into Kansas City, 

os - * 


bushels in 


Perhaps a cotton surplus — 
Signs of an old-fashioned, pre-war cot- 
ton surplus begin to show again around 
the southern 
is expected to support the price of 
cotton from this year’s crop at about 31 


states. The government 


cents a pound—more than three times 
the pre-war price. And the farmers, 
not being “dumb,” are launching this 
year the greatest cotton-planting spree 
in eight years. The Agriculture Depart: 
ment has estimated this season's cotton 
plantings at some 23.6 million acres, 
Not since 1940 have cotton fields been 
that extensive. The big plantings do 
not tell the whole story. Weather has 
been fine in the cotton states and the 
fields are flourishing. Experts say the 
23.6 million acres, if conditions con- 
tinue favorable in July and August. 
may turn out a cotton crop of as much 
as 14 million bales this year. Since 
the super-crop of 18.9 million bales in 
1937, U. S, 
eraged only 


cotton produc tion has av- 
about 11 
yearly. It seems, however, that Amer- 


million bales 


ican use of cotton is headed in one di- 


rection while production moves in 
another. In the crop year ending with 
July, 1947, U. S. 
10 million bales of cotton. In the pres- 


ent season, ending this month, con- 


mills processed over 


sumption is expec ted to total about 
9.1 million bales, In the year beginning 
next month it is expected to dip to 
8.5 million. Exports, too, have drifted 
lower this year, The expected total for 
the year ending this month is about 
two million bales; last season America 
exported 3.5 million bales. 
* ad * 


World rubber supplies — 
World rubber supplies, including ne 
tural and synthetic, will amount to 
about two million tons this year, the 
Department reported. It 
said improved production conditions in 


Commerce 


Malaya and Indonesia promise to bring 
1948 natural rubber output to about 
1.5 million tons. Synthetic manufacture 
will add 500,000 tons to the total 
amount rubber available 
Foreign demand on these supplies 3 


of new 
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~ CLAMP DOWN MORE SALES 
dependable CLAMPS! 


with 





+156B—Frame red 
Wrought 
frame. Bar 


enamel 
steel 
ond screw pol 
ished steel. 3” 
jow, depth 1%”. 
Also =151B, 1” 
jow,depth]5 16”. 
71528, 2” jaw, 
depth %," 





=157B — Speed 
clamp. Self-adjust- 
ing jaw. Frame red 
Wrought 
steel jaws. Bar and 


enamel. 


adjustment 
bright steel. Maxi- 
mum opening of 
jaw 6” Barl wide. 


screw 





These. popular home-workshop items are a sure 
way to more sales, more satisfied customers. 
Because Judd all-steel clamps—like all Judd 
hardware—are precision-made to please the 
most exacting craftsmen. Stock them...show 
them...and cash in on Judd's long-established 


reputation for sturdy dependability. 


For other wanted house- 
furnishing hardware 
items, consult yourcatalog. 


COMPANY 


WALLINGFORD, CONNECTICUT 
87 CHAMBERS STREET, NEW YORK 7, NEW YORK 


HLL. 
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GOLDBLATT 
TROWELS 
st Choice 


of Plasterers and 
Cement Finishers 


A 
COMPLETE 
LINE OF 
FIRST 

QUALITY 
TOOLS FOR 
ALL MASONRY 
TRADES 






IMMEDIATE 
DELIVERY 


ILLUSTRATED 
CATALOG 

MAILED ON 
REQUEST 


ATTRACTIVE 
DEALER 
DISCOUNTS 



























Want masse eco. ereste 


Nationally Advertised Since 1885 


GOLDBLATT TOOL Co. 


1622 WALNUT STREET 
KANSAS CITY 8, MISSOURI 
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@ Adjustable 
Volume Control 


*Heavy Plunger 
insures 
Positive Return . 
‘ops up easy 

*Removable ae 
Retaining Ring 

* Machined “oO” Ring 
Guide Keyway ; 


Ahead in QUALITY 
Ahead in PERFORMANCE 
Ahead in PROFITS - $ 


Here’s the pop up sprinkler head with 
all desired improvements—and more. 
Pops up on only 2 pounds pressure. 
Positively drops when pressure turn- 
ed off. Install flush with earth for 
better lawn appearance and no mow- 
er obstruction. Self-cleaning. Com- 
pact—just 1%” retracted. All full, half 
and quarter circle heads adjustable. 


Body remains stationary. 








Write to: Larry Reynolds 
Mfgr. rep. & ex 
725 N. ii 





1128 Mission St., 


So. Pasadena, Calif. 





Solid Brass * 
throughout 


Drops down fast 


Lifetime Seal 





Ahead in SALES, Too! 


porter 
ghland, L. A. 38, Calif. 


WILJACK CO. 





“"WRIST ACTION’ CORD SET 


Wireless swivel plug 
turns, bends, swings, 
spins — eliminates all 
cord wear, 95% p 
of all cord 
troubles. Exclu- 
sive, patented de- 
sign. A_ proven 
seller. Attractive 
display card free. 


SELF-SELLING CORD DISPLAY 


Holds, displays, SELLS 60 Davis 
cord sets. A complete line — 
11 different types, each tagged 

with informative 


= tp sales label. Finely 
qT] F5§ [AH finished wood — 
MBER -— 22” se 


aie (Ha Write for profit 
G making deal. 


Saeneeeeseseeeeeeeeapeseeeeesen 
RANGE CONNECTORS 


Underwriter's ap- 
proved. 220 volt— 
50 amp. cables & re- 
cepticales for electric 
ranges. Eliminates 
costly electrical work. 


Ss. YOUR JOBBER OR WRITE 
CE DIRECT FOR DETAILS & PRICES 


DAVIS Mfg. Company 
PLANO 1, ILLINOIS 
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placed at 825,000 tons, which would 
leave 1,175,000 tons for U. S. con- 
sumers. Such a total, the Department 
said, should satisfy the government's 
stockpiling program, as well as re- 
quirements of domestic manufacturers. 


* * » 


Man-power pinch foreseen 
—The country’s growing labor scarcity 
probably will grow tighter by early fall, 
say labor experts. Only 1.7 million 
people are now actively in the job 
“market,” and that is right at the 
rock-bottom safe “margin” of unem- 
ployment, as figured roughly by Federal 
economists, at 3 per cent of those 
gainfully employed (now about 58 
miliio»). Today’s greatest worker scarc- 
ity is in Pennsylvania and in the 
Great Lakes area. September is ex- 
pected to bring the “big squeeze.” 
Farm activity then will be at a season- 
able peak. New construction will be at 
its height. Many factories will be tack- 
ling their holiday orders, And the 
draft will be getting under way. 
* fe x 
Store sales hold high—The 
Federal Reserve Board reports depart- 
ment store sales for the week cnded 
June 26 were 7% higher than a year 
earlier—the same percentage repre- 
senting this year’s gain, to date, over 
the 1947 comparison. The Commerce 
Department says sales of all retail 
stores in May totaled $10,670 million, 
up 6% from May last year, May sales 
of 3012 merchant wholesalers totaled 
$496 million, and were 5% over the 
year-ago comparison. 
* * * 
Gas sales gain in May 
Total sales of the gas utility industry 
to ultimate customers in May, 1948 
were 2,470,358,000 therms, an increase 
of 6.8 per cent over the comparable 
month in 1947, the American Gas As- 
sociation reports. For the 12. months 
enang May 31, 1948, total sales of 
gas ai..ounted to 30,264,202,000 therms, 
a gain of 8.1 per cent over a year 
earlier. The Association’s index of 
tota: gas sdles on May 31, 1948 stood 
at 218.3 per cent of the 1935-1939 
average. Natural gas sales for the month 
totaled 2.204.179.0000 therms, a gair of 
10.3 per cent over May, 1947. Sales of 
manufactured gas in May amounted to 
182,002,000 therms, a decline of 1.6 per 
cent under May, 1947. Sales of mixed 
gas for the month amounted to 
84,176,000 therms, a decline of 34.6 
per cent under May, 1947, 
*« 8 
Studying final rail rates 
The Interstate Commerce Commission 
indicates it will be some time before 
it hands down its decision on the plea 
of the nation’s railroads for “per- 
manent” freight rate increases, averag- 
ing 29.2 per cent. The Commission cited 
a late estimate by the Association of 
American Railroads, placing freight 
revenues of Class One roads in May 
at 12.6 per cent gain over May, 1947. 
While passenger receipts in May were 
off 7,8 per cent from a year ago, the 


over-all rise in the roads’ gross income 
was 9.7 per cent, The I. C. C. takes the 
position that the railroads’ better cy. 
rent earnings have removed the pres. 
sure for a hurried ruling in the freight 
rate case. Pending final decision on q 
permanent rate structure, The Com. 
mission already has granted _ three 
temporary freight rate increases, which 
have raised rates 21.4 per cent over the 
level in effect last June. 
* * * 

Sales rise—Three large maj 
order houses have reported a big rise 
in June sales, Sears, Roebuck & (Co 
announced its sales in June totaled 
$203,537,916, an increase of 24.5 per 
cent above a year ago and a new June 
record, Sales in the five months ended 
June 30 were $935,292,547 a gain of 
22.7 per cent and also a record for the 
period. Montgomery Ward & Co., also 
reported record sales in both June and 
five months ended June 20. Sales in the 
month totaled $105,305.279, an increase 
of 17.5 per cent above a year ago. In 
the five months sales were $508,033,386 
a gain of 9.9 per cent. Spiegel, Inc., an 
nounced net sales in June of $19,256 
398, an increase of 13.25 per cent over 
June, 1947, Sales in the six months 
ended June 30, rose 4.22 per cent to 
$59,714,202. In the variety field, F. W. 
Woolworth Co., June sales of $46,380, 
980 topped the 1947 month by 11.3 per 
cent, compared with a 4.7 per cent 
increase in May. The increase for six 
months was 7.8 per cent. W. T. Grant 
Co., reported sales totaling $19,314,736 
for June, 5 per cent over a year ago. 
For the six months Grant's gain was 
3.2 per’ cent 

Forecast 
ages, perhaps advances—A forthcom 
ing shortage of household appliances 
and probably higher prices—is the con 
sensus of manufacturers attending the 
mid-summer Home Furnishings Market 
at Chicago. Industry spokesmen said 
the military preparedness and European 
recovery programs should make them 
selves felt in a domestic shortage of 
materials by fall. They also expect a 
boost in steel prices, At the Americar 
Furniture Mart’s summer market, manu 
facturers of radios forsee an especialls 
large upturn in the market for tele 


vision sets. Producers of appliances 


not only have broadened their lines 
but have introduced many innovations 
in the realm of refrigerators, dee; 
freeze units, ranges. water heaters, con 
densing units, beverage coolers. ice 
cream and frozen food cabinets, and othe 
items. The washer, dryer. and ironet 
makers expect output of 43, millior 
units, and retail sales of one billio! 
dollars. Manufacturers of sma 4 


pliances expect to put out 275 to 300 
million dollars worth of these 

compared with 198 million last year 
Home freezer makers see a_ probable 
production of 800,000 units and _ retail 
sales of 160 million dollars. 1! 


vision was said to be the fastest grow 
ing, speeded by high food cost and 
meat strikers, 
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KWICKY'S PIVOT BASE 
Aluminum juicer pivots 
freely on rubber base 
which grips table without 
marring or scratching. 


This 


sells and sells at 





unique 


the BIG VALUE juicer! 


efficient, practical 
easy to sell! 
nationally advertised 
in Better Homes & Gardens, 
Sunset Magazines. 





HAn ay 
Oe Back nwo FOR" 


Mov, 





all - 





in - one 


juicer gets all the juice — 
no bitter peel oil ¢ Has no 
holes to clog pouring ¢ 
Races through fruit juicing- 
3 quick strokes usually gets 
all the juice ¢ Rinses in a jiffy. 


QUAM-NICHOLS COMPANY, 33rd Place and Cottage Grove, Chicago 16, Ill. 


















FOR 


DAY 
USE. 


@ STURDY 
@ SMOOTH 
OPERATION 


@ DESIGNED 


HARD, 
EVERY- 





@ A complete de- 
pendable line of 
builder's hardware 
backed by 70 years 
of manufacturing 


xperience. 








Write for name of 


your nearest 























MFG. COMPANY 
TRENTON 4 ,N.J. 
JULY 29, 1948 








ONE OF THE FASTEST SELLING, 
FASTEST GROWING LINES OF FINE 
QUALITY RUBBER HOUSEWARES 
ITEMS AND RUBBER TOYS IN THE 
COUNTRY. 


BATH MATS ° BATH SPONGES 
SEAT CUSHIONS 
KNEELING PADS 
BOWL AND PLATE SCRAPERS 
SINK STRAINERS 
DRAIN BOARD MATS 
STALL SHOWER MATS 


SPONGE RUBBER 
INFANT FLOATING TOYS 
. 

40):):] 4, ne) Ane) ea a 
SUCTION SINK STOPPERS 
ETC. 

WRITE FOR COMPLETE CATALOG 


IDEAL RUBBER COMPANY 


200 FIFTH AVE. New York 10, N. Y. 





Shorr, ae pee 
eS ae 


GOOD NEWS FOR 
HARDWARE MERCHANTS 


Watch for the Sensational 
New EAGLE Product to be 
Announced Next Month 


Soon it can be told! Welcome news 
about a new EAGLE product that 
has been years in the making 
and thoroughly proven in 
building installations. You'll read all 
about it on these pages next month. 


EAGLE INDUSTRIES, INC. 
National Sales Representative 
110 North Fronklin. Street, Chicago 6, Illinois 
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CHROME PLATED 


WOOD SCREWS IN THE 
RE-FILL BOX 





%* 8 sizes round head 
% 8 sizes oval head 
* Individually marked 


compartments 


Write for complete information on 
Sharon's 56 assortments, 


ie 


“ is 


mR \\\ 


SHARON BOLT & SCREW CO. 


202 PURCHASE ST, BOSTON, MASS. 





Newest of \ 
ee, 56 Sharon | 
\ Assortments / 











| WHEN YOU WANT TO BE HEARD 





Speak to the right "class"—in 
the Classified Opportunities 


Section of 


HARDWARE AGE 


100 East 42nd St. New York 17, N. Y. 








6 FT. FOLDING RULE 


Aircraft alu- 
minum alloy- 
featherweight- 
strone as 
stecl. Gradu- 
ated in inches 
to 1/16” on 





both sides. 
Smooth edge 
for line accu- 
racy. Strong 
brass rivets 
and bronze 
hinges. Inside 
reading, Instantaneous reading. Jet black figures, 
snow white background. Easy to clean. Resists 
stains. Fully guaranteed. $12.40 doz. F.O.B. 


Phila. Richter Hdw., Phila. 6, Pa. 
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| secretary of the wholesalers’ group with 


| managing director. Sponsored by Na- 


| N. H. Kiley, 508 Hills Building, Syra- 





| at the 


Coming Conventions 
And Events 


Corrected Each Issue According 
To Latest Data 


American Hardware Manufac- 
turers’ Assn., 95th semi-annual con- 
vention to be held jointly with the 54th 
annual convention of the National 
Wholesale Hardware Assn., Oct. 18-21, 
1948 at the Marlborough - Blenheim 
Hotel, Atlantic City, N. J. Charles F, 
Rockwell is secretary of the manufac- 
turer's association with headquarters at 
342 Madison Ave., New York City 17. 
Thomas A. Fernley, Jr. is executive 


A ! 





headquarters at 505 Arch St., Phila- 


delphia, Pa. 


Hardware Golf Association, 22nd 
annual tournament, Sept. 9-11, 1948, at | 
the French Lick Springs Hotel, French | 
Lick, Ind. Dietz Lusk, Henry Disston & 
Sons, Inc., Kansas City, Mo., secretary 
treasurer. 


Housewares and Appliance Show, 
Jan. 12-20, 1949, at the Navy Pier, 
Chicago, Ill. Sponsored by the National 
Housewares Manufacturers’ Assn., 1402 
Merchandise Mart, 222 No. Bank Drive, 
Chicago 54, A. W. Buddenbere is execu- 


tive secretary. 


Missouri Retail Hardware Assn., an- 
nual convention and exhibit, March 
8-10, 1949, at the Hotel Jefferson, St. 
Louis, Mo. Louis C. Kreh, 1189 Arcade 
Blde., 812 Olive St., St. 
retary. 


] ouis, sec- 
Montana Hardware and Implement 
Assn., annual convention and _ exhibit, 


Oct. 21-23, 1948, in Helena, Mont. N. O. 


Blevins, P.O. Box 1152, Helena, ex- 
ecutive secretary. 

National Hardware Show, Oct. 
12-16, 1948, at Grand Central Palace, 
New York City, Frank M. Yeager, 


tional Hardware Show, Inc., 331 Madi- 
son Ave., New York City, 


National Wholesale Hardware 
Assn., 54th convention to be 
held jointly with the 95th semi-annual 
convention of the American Hardware 
Assn., Oct. 18-21, 1948 
Marlborough-Blenheim Hotel 
Atlantic City, N. J. Thomas A. Fernley 
Jr., is executive secretary of the whole- 


annual 


Manufacturers’ 


salers’ association with headquarters at 
505 Arch St., Philadelphia, Pa. Charles 
F. Rockwell is secretary of the manu- 
facturers’ group with headquarters at 
342 Madison Ave., New York City 17. 


New York State Retail 
Association, annual convention and ex- 


hibit, Feb. 15-17. 1949, at Buffalo, N. Y. 


Hardware 


cuse, N. Y., secretary. 


Texas Hardware and Implement 
Assn., annual convention and_ exhibit. 
Feb. 7-9, 1949 at Dallas, Texas, Facili- 
ties of the Baker and Adolphus Hotel 
will be used. Ray M. Souder, 814-15 
Texas Bank Bldg., Dallas, secretary- 
manager. 
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The builders’ 
hardware with a 
National reputation! 


N the farm, in the home, the office 
and the factory you will find 
National hardware on the job—and 
serving well too. 
Years of manufacturing experience is 
back of the many fine products em- 
braced in the complete National line, 
The trend of styles and requirements of 
buildings of today and tomorrow have 
served as a guide to our skilled de. 
signers in developing the most modern 
ideas in mechanical actions. Simplicity, 
anti-friction and trouble-free depend- 
ability are but a few of the built-in fea- 
tures of National hardware. 
Your trade will appreciate the attrac- 
tive protective finishes on the hardware 
and the care used in their packaging. 


NATIONAL 
MFG. CO. 


NATIONAL 





MANUFACTURING CO. 
STERLING * ILLINOIS 





FOR BEST SERVICE ON 
THESE STEADY SELLERS 


e Our policy is to give prompt 
service on superior products and 
a fair price through recognized 
jobbers. Below are some of the 
items in our line, all available 
now through your jobber. 


Wrought Nut 
EYE BOLTS 
Bright Zinc Plated 


TURNBUCKLES— 
“Alumaloy” Bodies 
-Steel Hooks and 
Eyes 








. ; 
CS “ALUMALOY” 


SCREEN DOOR 
BRACES 





ALWAYS DEPEND ON 


urnbuchles 


Turnbuckles, In 


227 MICHIGAN CITY, INDIANA 
GRAND BEACH, MICHIGAN 


BOX 
FACTORY 
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GOOD NEWS FOR 
HARDWARE MERCHANTS 


Watch for the Sensational 
New EAGLE Product to be 
Announced Next Month 


Soon it can be told! Welcome news 
about a new EAGLE product that 
has been years in the making 
and thoroughly proven in 
building installations. You'll read all 
about it on these pages next month. 


The EAGLE LOCK Company 


EAGLE INDUSTRIES, INC. 
National Sales Representative 
110 North Franklin. Street, Chicago 6, Illinois 





ay 


Made of Finest Alloy Steel 
Heavy Gauge 

Correctly Tempered to With- 
stand Heavy Factory Use 
Each Blade Attractively 
Packaged & Labeled 


} 
| RIP CROSS CUT 
& COMBINATION 


Deliveries Made 
From Stock, 
Mail & Phone 


Sell These Saws 
At 
COMPETITIVE 
PRICES and 
Make a 
GREATER PROFIT! 























Manufacturers of 
Circular Sows, Band 
Saws, H. S. Planer & 
i Jointer Knives, Moulding Blanks, 
Beveled Edge Shaper Steel, Dado Sets 


LAFAYETTE SAW & KNIFE, INC. 


115 BANKER STREET LLL? 24 See oe eee 
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16 SIZES IN 
DISPLAY CARTON 
y,’ to 5" 


FOR THE FIRST TIME 


Top-quality balls packaged 
for small quantity . . . high 





volume sales 


Here are precision ball bearing 
grade balls packaged expressly 
for hardware store sales. Now it 
is possible to offer a complete set 






REFILL AS YOU SELL 


Buy only the sizes you need 

to keep stock complete. 
human hands. Original manu- 
facturer’s slush grease prevents 
rust, corrosion and loss. 


COMPLETE ASSORTMENT OF POPULAR SIZE BALLS 








of balls at low cost and without 
handling . . . counting . . . or 
stocking large quantities of each 
size. Pak-Bals are not touched by 


THE PACKAGED BALL CO. 


Pennsylvania 


IN 64 BOX CARTON (illustrated) COSTS YOU 
ONLY $10.40 (F.0.B8. Langhorne, Pa.) 





Langhorne 








HANDY 
Shoe Last and Foot Rest 


A new item 
for home use. 
Can be used 
for both repairing and shin- 
_ing shoes on a bench, chair, 
box or lap. Will fit all sizes 
of shoes. Takes up very 
little space. Finished in 
high black enamel. Made 
in one piece of unbreak- 
able malleable iron and 
guaranteed. Retails at 
a reasonable price. Also 










AGNWH 


JIGVH¥VIYENN 


The Popular STAR Heel Plates 


Always in demand and profitable for you te handle. 
Made in sizes 000 to 6. 


Spyeeenenenet "tig 


<s 
» 


Order your supply 
today. 


STAR 


HEEL PLATE CO. 
* NEWARK, N. J. 
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Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Positions Wanted 


Allow Seven Words for Keyed Address 
or Your Address 





Set solid, maximum, 50 words....... $5.00 
Each additional word......... -10 


(Special Rate) set solid, maximum, 
FO WOES ...vccccccvesecevcccoves 2.00 
Each additional word......... -05 





*BOXED DISPLAY RATES 
$8.00 Per Column Inch 





Cuts or special borders not allowed. 
*DISCOUNTS FOR BOXED DISPLAY ADS 
5% discount for 4 or more insertions 

No Agency Commission allowed on Classified 
Advertising. 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 


Samples of Merchandise, Literature, Catalogs, 
etc., will not be forwarded to box number 
advertisers unless accompanied by sufficient 
postage for remailing. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 15 days 
previous to date of publication, 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 

















100 East 42nd St., New York 17, N. Y. 

















[Sales Representative Wanted | [Sales Representatives Wanted] [Sales Representatives Wanted] 


PLUMBING SPECIALTY FIRM IN NEW 
YORK CITY has Various Territories Open for 
Representatives to sell to Hardware and Plumb- 
Supply Jobbers. Akron Supply Co., Inc., 
317 Stanton Street, New York 2, N. Y 


ng 
i1 


PAINT SALESMEN OR MANUFACTURERS 
REPRESENTATIVE WITH FOLLOWING: 


Many choice territories open, covering hardware 
ind) paint stores, lumber yards, ete. Full line 
popnlar priced paint. Liberal commissions. Reply 
to Box M 


care of Harpware Ace, 100 East 
Y 


42nd St., New York 17, N. 


SELL FAMOUS $3 
rINCUISHER WITH 


“FIRE-KILLER” EX- 
BRACKET; Dry Chemi- 


cal Type; various exclusive territories available; 
liberal discounts to the trade. We are appointing 
distributors only who can stock merchandise that 
will show a substantial and easy profit on resale 


Fire-Killer Mfg. Co., Syracuse 1, 





PAINT SPECIALTIES. ESTABLISHED 
MANUFACTURER with wide trade and public 


acceptance has a few choice territories available 
for Experienced Representatives Those calling 
on pamt, hardware, building supply and allied 
trades with non-conflicting lines can earn a sub- 


stant'al income on commission ba Write full 
details to Box M-378, care of Harpware AGe, 
100 East 42nd St., New York 17, N. 





COOKING UTENSIL SALESMAN 


National manufacturer of aluminum cook- 
ing utensils has immediate openings for 


salesmen with experience in following 

territories: 

(1) Florida, Georgia, Alabama. 

(2) Northern Ohio. 

(3) Wisconsin, Minnesota, North and 
South Dakota. 

(4) Kentucky, West Virginia, Southern 
Ohio, Indiana and Illinois. 


(5) Washington, Oregon, Idaho, Montana. 
Guaranteed draw with expenses and good 
commission. Car necessary. Qualified ap- 
plicants will be interviewed at our expense 
at home office. Position offers permanence 
and excellent future to right man. Imme- 
diate action necessary. Write, giving 
complete details on age, education, ex- 
perience and salary required. Application 
aonfidential. Box M-388, care of Hardware 
Age, 100 East 42nd St., New York 17, N. Y. 

















SIDE LINE SALESMEN WANTED with 
following among Retail Lumber Yards, 
Supply and Hardware Dealers to sell line of 
attic, roof, and foundation ventilating louvres. 
Address Box M-333, care of Hakpware AGe, 

/ = 


100 East 42nd St., New York 17, N. 


Suilding | 





WANTED SIDELINE SALESMEN calling 
on electrical contractors, retail hardware stores, 
department stores, to sell electrical supplies and 
lighting fixtures. State territory desired and lines 
handled. Write for full details. Commission basis. 
Address Box M-223, care of Harpware AGg, 
100 East 42nd St., New York 17, N. Y. 





SIDELINE SALESMAN CALLING ON 
RETAIL HARDWARE AND AUTOMOTIVE 
TRADE wanted by distributor who handles tools 
exclusively (Ridgid l 


wrenches, levels, vises, clec- 


tric drills, ete.). Protective territories available 
in Ohio and neighboring States. Give full infor 
mation of lines and territory now being covered 
Stem Distributing Company, 11413 Kinsman 
Road, Cleveland 4, Ohio. 





SIDELINE SALESMEN, SMALL TOWN 
COVERAGE, Hardware, Houseware, Appliance 
Stores. 714% commission, Catalog includes fans, 
circulators; DC toasters, bathroom cabinets, gas, 
electric plat ind stoves, bar trays, kitchen cabi 
nets, tubular steel stools, chair trollers, swings, 
plastic seats, slate blackboard boudoir lamp 
viuminum dryers, broiler Address Box M-391, 


care of Hlakpware Ace, 100 East 42nd St., New 
iY. 


York 17, N. 





SIDELINE SALESMAN WANTED BY A 
LARGE MANUFACTURER of a Full Line of 
Leather Dog Collars, Harnesses, Lea Muzzle 
ete to call on hardware, ortng good hous 
furnishings, and variety dealer ind jobbers 
Protected territory; liberal commission. Addres 
Box M , care of Haxpware Ace, 100 East 


t2nd St., New York 17, N. Y. 








SALESMEN FOR FAST-SELLING LINE OF 
ALUMINUM GUTTERS AND DOWNSPOUTS 


Men who can devote part time to sure-fire link 
of life-time aluminum gutters and downspouts 
can earn worth-while extra ca Installed by 
iny handyman with only shears and hammer 


No painting or replacement. Liberal commis 
S101 Write to 

HARRISON ALUMINUM GUTTER CO. 
4718 W. 5th Ave. hicago 44, IIlinois 





SIDELINE SALESMEN, TO SELL COM. 
PLETE LINE OF PAINT BRUSHES Hard- 
ware and Paint Stores. 10% Commissio State 


| territories, experience, etc. Craftmaster H lware 
| Company, 18 Warren St., New York 7, N. ¥ 





SALESMAN CALLING ON JOBBER AND 


RETAIL TRADE in the State of Minnesota for 
ten years wants Factory Lines, i 
ing, hardware supplies; hardware ind~= builders 
specialties, sporting goods. Best reference W. I 
McCoy, 975 W. Iowa Ave., St. Paul 3, M 


electrical imb 





AMERICA’S TOP DISPLAY FIXTURE 
HOUSE HAS PERFECT NON-COMPETIN( 
COMPLETE SIDE LINE for salesmen your 
trade. Generous commission. Give territory rv 
ered. Full information will be sent. Write en 
Zee Store Equipment, 23 Church Street, New 


Haven 10, Connecticut. 








WANTED — EXPERIENCED SALESMEN 
CALLING ON HARDWARE DISTRIBUTORS 
to sell a line of Builders’ and Shelf H ¢ 
Commission basis. Write giving full inforr 
about yourself including age, experience, tert 
tory covered, and give references to Box M-381, 
care of Haxpware Ace, 100 East 42nd St., New 
York 17, N. ¥. 


Ww 





SALESMEN WANTED. UNIQUE, NEW 
PATENTED, SMALI HARDWARE _ ITEM, 
perfect for lumber and hardware retaile (Ss 
ly million in 6 months), long dealet 
large commissions on initia ind = repe 
Good alesmen earn $25.00 daily Ter 
east of Rockies and north of Ohio 


King-Chippewa Co., Mfrs., 2517 California Ave., 
St. Louis 4, Mo. 








SALESMEN WANTED 


BY LONG ESTABLISHED, WELL-RATED FIRM 
WHO MANUFACTURE A LOW PRICED 24- 
PIECE STAINLESS STEEL TABLEWARE SET. IF 
YOU ARE CALLING ON RETAIL HARDWARE 
DEPARTMENT OR HOUSEHOLD FURNITURE 
STORES, THIS IS A "NATURAL" THAT YOU 
CAN ADD TO YOUR PRESENT LINE 


10% COMMISSION 


STATE TERRITORY DESIRED AND WHAT LINES 
YOU NOW CARRY. OUR EMPLOYEES KNOW 
OF YHIS AD. WRITE BOX M-382, CARE OF 
HARDWARE AGE, 100 EAST 42nd ST., NEW 
YORK 17, N. Y. 








| wala 
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Classihied O UU Sechion 
— = — eae. 
gs, 
ber 
ent 
her 
ays . 
to MANUFACTURERS AGENTS WANTED | PLUMBING AND HEATING REPRESEN | 
FOR TOOLRAK, nationally advertised alumi- rATIVES WANTED by a reputable well estab- | MANUFACTURERS’ AGENTS 
um and hardwood rack for hand tools. Used by lished mid-west supply house. Exclusive protected INTENSIFIED COVERAGE BY 4 MEN COVERING 
obby radio service ee, factories, etc. Std et la now open in Chicago, Indiana, Michigan, ILL., IND., & WISCONSIN. SELLING HDWE. 
s ret $1.25, $1.90, $2.35; good discounts. Iowa, Ohio, Wisconsin, Missouri, and Arkansas. JOBBERS & HDWE. CHAINS, AUTOMOTIVE 
Good tories ee write for details. Davis Extraordinary opportunity for capable individual JOBBERS, & RETAIL CHAINS, ELECTRICAL 
7. eve ent Company, 348 First National Bank with experience and clientele. Address Box M-389, tom ag — Sear Guten ahead. 
irl ol ) ngs * ( of kD G SS 2 . . ave S S, : S - 
a Building, Colorado Springs, Colo York io —" Ace, 100 East 42nd St. New | | Doo ees’ wHo SELL OUTSIDE PRODUCTS THRU 
> | THEIR RETAIL DEALER ORGANIZATIONS. 
— — ——————— | LEE E. LANE COMPANY 
. 624 So. Michigan Ave. Chicago, Iilinois 
MANUFACTURERS REPRESENTATIVES | 
— A LONG ESTABLISHED MANUFAC . 
Janted TURER of Complete Line of Plumbers Cast | 
trass Fixtures and Brass Valves and also | | NATIONAL MANUFACTURER RUNNING CUR- 
Tubular Bras Goods, has all territories in the RENT ADS IN SATURDAY EVENING POST 
LS. open for representatives selling the large SEEKS REPRESENTATIVES IN ALL SECTIONS GREATER NEW YORK 
ilurdware Dealers and large Plumbing Con- | | OF THE COUNTRY WHO HAVE SIZABLE MANUFACTURERS’ AGENT 
LI. COM. ractors. Write all details and references. Address | | SALES FORCES CALLING ON Retail Hardware DESIRES ADDITIONAL LINES FOR SALE TO 
S Hard- Box M-390, care of Harpware Ace, 100 East Stores and Lumberyards to Sell Fast Moving WHOLESALE HARDWARE, PAINT, MILL SUP- 
sion. State snd St., New York 17, N. Y. Deal—excellent commissions. Contact Box M-377, PLY OR BUILDING SUPPLY FIRMS. PERSONNEL 
Hardware care of Hardware Age, 100 East 42nd St., WELL QUALIFIED AND WELL REGARDED BY 
7, N. ¥ N, Y. 17, N. Y., giving all pertinent information. WHOLESALERS AND KEY RETAILERS. 
| JOHN H. HURLEY 
‘ eee ay p ee | | 30 CHURCH STREET NEW YORK, N. Y. 
REPRESENTATIVES CALLING ON FUR 
NITURE AND HARDWARE STORES, De - 
sER AND irtment Stores, and Houseware Jobbers, to sell | — 
iInesota for Full Line of Metal Utility Cabinets. Outdoor 
al, imb Alu Clothes Dryers, and Other Lines. All 
d builders ccoleabiea Gia y ss sis. Address Bo 
ves. Wk eritoric> open. Commission basis, Adiress Hox | EXCEPTIONAL OPPORTUNITIES !! NATIONAL DISTRIBUTORS 
}, Minn St, New York 17, N. Y. One of the oldest established manufacturers 7 Established—Reliable Aggressive 
of Aluminum Paints, Bronze Powders, Paints, ANCO CORPORATION _ Pittsburgh 22, Pa. 
~ = ; Lacquers, Thinners, etc. has openings for the : d Branch Offices 
services of several experienced and successful New York @ Philadelphia @ Detroit 
IXTURI I MANUFACTURERS REPRE salesmen in the Paint, Hardware and Indus Cleveland @ Louisville 
R WANTED; MANUFAC KE Me re trial Finishing Field who have had a broad Covering all classes of jobbers lo w 
1PETIN( SENTATIV ES CALLING ON Retail Hardware | | experience in selling to Wholesalers and Re cme mnnien 
n in your und Lumber Dealer rade to handle a complete tailers. We are prepared to start the right e ba . > a . 
all a: f Locksets on a straight commission basis. aia ae arch - yarn a one “ened a Write for further information and references 
r Fre lerritories open: Kentucky, Western New York $7,500 a year, or a drawing account against 
reet, New State, North Dakota, South Dakota, Arizona and commissions. Further information as to terri 
Nebraska. Write Box M-380, care of Harpwart tories to be traveled and details can be 
Ace, 100 East 42nd St., New York 17, N. Y. obtained upon inquiry. | 
fe ; ILLINOIS BRONZE POWDER CO., INC. SOUTHEASTERN STATES 
LESMEN Manufacturer’s Agents Established 1926. 
BUTORS SALES REPRESENTATIVES WANTED - 2023-29 S. CLARK ST. CHICAGO 16, ILL. Staff oi men. Cover trade 4 times yearly 
Hardware OLD ESTABLISHED NATIONALLY KNOWN Commission basis. Inquiries invited 
formatior MANUFACTURER of Builders Hardware now 
ce ist eadjusting territories and representation. Will McCUTCHEN-SIMPSON, INC. 
es 138i, eate openings for several experienced repre 9822 N. E. 2nd Avenue Miami 38, Florida 
t., ivew sentative who have good following and under 
stand builders hardware. State lines now carrie: ficcounts Wanted | 
ype of trade covered and_ territory. Address 
we Box M $+, care of Harpware Ace, 100 East — 
nd ot, New York 7, N Y 
MANUFACTURERS AGENTS (FATHER & 
NEW, SON COMBINATION) serving Hardware 
ITEM, Plumbing, Electrical and Mill Supply, House 
(Ss ware, Department Store and Lumber Yard Deal 
yunts, ers only, exclus ively in New Jersey would Lon MANUFACTURERS: 
SALES REPRESENTATIVE WANTED nes, 1500 active accounts. Address Box M 
care of Hesewaas ‘AcE, 100 East 42nd St., on 
| MUST HAVE FOLLOWING AMONG HARD- || York 17, N. Y. W H D E N y Oo U R 
ce ed WARE TRADE TO SELL LINE OF PAINT AND 
: HOUSEHOLD BRUSHES ON 10% COMMIS- 
SION. SEVERAL TERRITORIES OPEN. WRITE . $$$ $$ 
sou cea a DISTRIBUTION 
a CRAFTSMAN BRUSH CO. BRAZIL. FACTORY REPRESENTATIVES 
12 WAVERLY PLACE NEW YORK 3, N. ¥. || AND IMPORTERS in Sao Paulo, Brazil, of old AT LOWEST COST 
standing with excellent following ar efficient 
sales organization, desires exclusive representa ° 
r a ad tions for Brazil. Owner of firm now in New Our established staff of seasoned men 
ED York. Cash payment in New bs rk can be offers you distribution opportunities in any 
irranged. Communicate with N rrespond or all of the key areas listed below. It costs 
FIRM ents: Select Prading Co., Inc., 197 Wy ater Street, you nothing bs lavesiiont traight 
ED 24 sacrony REPRESENTATIVE WANTED New York 7, N. Y. tee oe 
SET. IF commission independent contract plan for 
WARE y pr Gat oe ay a — ind mit developing your sales to hardware jobbers. 
TURE brushes has unusual opportunity for ful Write today for facts. 
° ile representative with following in Hard 
a “pe Wallpaper, Paint, Variety Store nd Intensive coverage of Northwester: Indiana ADDISON ASSOCIATES 
! r Yards. $75.00 starting weekly draw Selling over 200 hardware, farm implement vd , 
ount against commissions Reply to automotive account Six week call hedule I Executive Offices, Wellesley 81, Mass 
M-383, care of Harpware Acer, 100 East have covered this area for eighteen year Bank . 
St., New York 17, N. ¥ stating full references. Can warehouse annie item n con Atlanta Boston Chicago Cleveland Dallas 
LINES 4 1s and references and tert oe venient wholesale headquarters which is in charge Detroit Houston Kansas City St. Louis 
(NOW traveled “All replies held strictly confidenti of inside salesman. Box M-375, care of Harpwart 
tE OF a Acer, 100 East 42nd St., New York 17, N. Y. 
NEW 
(Classified Opportunities continued on page 118) 
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ATTENTION MANUFACTURERS Seek 
additional lines for northeast Ohio and western 
Pennsylvania market. Thorough coverage Rehi- 
able and dependable. merchandiser. Well and 
favorably known to the trade. Your inquiry 
solicited. L. Robert Wittrock, 8510 Linwood Ave., 
Cleveland 6, Ohio. 

| 

ARIZONA AND NEW MEXICO TERRI- | 
TORY. LINES WANTED by experienced sales 
organization. Well acquainted witl Hardware, 
Builders Supplies, Department Stores and Jobber 
Trace Attractive office ind display 1 well 
located in Phoenix. Address Box M-348, care of 
HARDWARE Ace, 100 East 42nd St., New York 
17, ; | 

} 
| 
| 
| 

ACCOUNTS WANTED. MANUFACTURERS 
AGENT Rae SIRES LINES for hardware job- 
bers, al le tment, auto an chain 
stores, in "Ph ‘lade 1 phia, eastern Pennsylvania and 
Central and Sout New Jersey, estabished in 
this ter: for 1 yal th ste nd 
office Ex xe reference Addre Box M-365, 
care of Herpware Ace, 100 East 42nd St., New 
York 17, N. Y. | 

| 
| 
bi os 
| 

DESIRE CONTACT WITH BUTI way 
HARDWARE AND MAINTENANCE EQU 
MENT M.z ANU FACTURERS interest td 
in r entation on Government bidding in 
Southern (¢ a fornia. Wi urry accounts or take 
suitable commission if you bill direct on success- | 
ful bids. Address Box M-392, care of Harpware | 
Ace, 100 East 42nd St., New York 17, N. Y. 


JOBBER COVERING SOUTHERN LOUIS! 
ANA AND MISSISSIPPI wants from reliabl 
manufacturer all types of wire fencing, 
screen cloth and nails. Send price samples az 
outlook of delivery period for last two qu 
of 1948 in wet reply. Write Metal Supply Com 
pany, 523 Iberville St., New Orleans, La. 


MANUFACTURERS’ REPRESENTATIVI 


CONTACTING HARDWARE, ELECTRICAI 
AND NOVELTY JOBBERS in Missouri, Kz 

S Iowa and Nebraska desires Rdiitional: (aint 
for all or part of territory covered. Address Box 
M-384, care of Harpware Ace, 100 East 42nd 
St., New Yorfk 17. N. Y. 

BY COMPETENT REPRESENTATIVE 
GIVING COMPLETE AND PROPER COVER 
AGE in) Mi ran, Indtana, Ohio, Wisconsin, 
Iowa and Minnesota. Servicing Jobbers and 
Chains only. We know the market and buyers 
in this territory. Interested in reasonably priced 
quality items hand tools, electrical supplies 
and plumbing supplies. Address Harold N. Fitting, 
4841 So. Park Drive, Fort Wayne, Ind. 

ADDITIONAL HARDWARE AND _ ELEC- 






TRICAL LINES WANTED by experienced sales 
organizition calling on jobbe building supply 
wholesalers, and = chain (ll men covering 
Washington, Oregon, and Idaho for past 12 years. 
We invite correspondence from reliable manu- 


facturers. C. A 
Seattle 1, 


King Company, 2323—2nd 
Washington. 


Ave., 





LINES WANTED: 


SUITABLE FOR SALE TO , WHOLESALE GRO- 
C..S AND PAPr? JOBBERS, WE CARRY THE 
ACCOUNTS, THE FACTORY SHIPS DIRECT 
AND BILLS US. SUBMIT OFFERS TO US, TERRI- 
TORY EAST OF MISSISSIPPI. ADDRESS BOX 
M-350, CARE OF HARDWARE AGE, 100 EAST 
42nd ST.. NEW YORK 17, N. Y. 














LINES WANTED 


ESTABLISHED MANUFACTURERS’ AGENT COV- 
ERING EASTERN SEABOARD STATES, SELLING 
JOBBERS, DEPARTMENT STORES AND CHAINS 
HAS OPENING FOR ADDITIONAL LINES. 
ADDRESS BOX M-387, CARE OF HARDWARE 
AGE, 100 EAST 42nd ST., NEW YORK 17, N. Y. 














LINES WANTED 


MANUFAC.URERS' REPRESENTATIVE CALLING 
ON WHOLESALE HARDWARE, LUMBER AND 
BUILDERS’ SUPPLY HOUSES THRU-OUT 
PENNA., OHIO AND W. VA., WANTS LINES 
OF MERIT. WRITE BOX M-386, CARE OF 
HARDWARE AGE, 100 EAST 42nd ST., NEW 
YORK 17, N. Y. 








| Poritions Wanted ‘| 








. 

EXECUTIVE TYPE SALES ENGINEER 
WISHES TO MAKE CHANGE ABOUT 
SEV FIRST, Capable of taking complete 
charge of ditrict prefer Texas and Other 
Southern States. Experience; eight years 
Heavy Hardware, Machine Tools Alloy 
Steels, three years representing Oil Tool 
Manufacturers, four years Manufacturers 
Representative calling on hardware and auto 
motive jobbers, two years heavy contractors 
quipment, mechanical engineering training. 
Minimum starting $12,000.00. Address Box 
M-374, care of Harpw ARE Ace, 100 East 
f$2nd St., New York 17, y 














—s 


[ Business Opportunities 








FOR SALE: 
GOOD RETAIL HARDWARE STORE 


Lines d in stock--Comy Hardware, 
Paint, Point Appliances. Farm Equip- 
ment, Plumbing, Heating ad Electrical. An- 
nual Sales over $400,000 in Central 


ete 


Locate 


Indiana. Reasons for se'ling—-want to retire. 
Address Box M-313, care of HarpWare AGE, 
100 East 42nd St., New York 17, N. . 








Recounts Wanted |||_ Accounts Wanted | 








[ Business Opportunities | 


OPPORTUNITIES IN MANY COMMUNI 














TIES FOR THE PURINA FRANCHISI 
Purina Chows for livestock and poult nita 
tion products, farm supplies under Checkerboard 
label, rurzl] America’s best known 

Find out what being a Purina Dealer i 
to you. Write Dept. C., Ralston Purina ¢ 
2505 Checkerboard Square, St. Louis Mo. 

WANTED AN ESTABLISHED RETAI 
HARDWARE, HOUSEWARES AND PAIN 
STORE. Prefer: ibly located in the State o 
Connecticut or Long Island. Will cor 
nership on an investment of $7,000 to $ 
Address Box M-385, care of Hart KE Ace, 100 
East 42nd St., New York 17, N. Y. 

CASH PAID FOR COMPLE = HARD 
WARE STOCKS or any close-out are, 
tools, sporting goods, paints, brushes 
furnishings. Can also use Heller or D fix 
tures and other equipment. Quick actio k 
held in’ strict confidence. Address Box M 
care of Haxpware AGE, 100 East 42nd St., New 
York 17, N. Y. 

FOR SALE — OLD EST oe HARD 
WARE STORE in — Ozark ow Only 
hardware in business District. Go« ' ‘ 
chandise. Grossing around $ ),000.0 W 
sell at inventory approximately $15,0 \ 
building and warehouse at reasonab 

ell for $5,500. Owner retiring fron ware 
business. Address Box M-372, care of Harvware 


Ace, 100 East 42nd St., New 


York 17, N. Y 





STOVES: 


CLOSING OUT ALL NEW COAL AND WOOD 
HEATING COOK STOVES AT BARGAIN PRICES. 
STANDARD MAKES. FOR FURTHER INFOR- 
MATION, WRITE— 


STOTZER HARDWARE COMPANY 
ARCHBOLD OHIO 




















FREE DETAILS TO BUYERS 


We have some wonderful buys in Hard- 
ware, Sporting Goods and Appliance 
Stores. Here's some choice ones. 

Ilinois. Sporting Goods, Hardware and Appli- 
ance, volume $85,000, price $10,000 plus invoice. 
Montana Hardware. Sales $25,000, price $3,000, 
plus invoice. 


Missouri Hardware, Paint and Variety, City 
Location, Sales $730.00 per month, price $10,500 
Michigan Hardware, Sales $16,000, 1947, price 
$25,000, terms. 

Kansas Hardware and Appliance. County Seat 
Town, sales $189,000, 1947, price $5,000, plus 
invoice. 

Missouri. Outstanding Appliance Business, sales 
$280,000 last year, price bracket $50,000 
Kansas Hardware & Implement. Sales $30,000, 


price $1,000 plus invoice stock. 


KASHFINDER 


Helps Buyers Buy — Helps Sellers Sell 
"The Professional Way" 


WICHITA 2, KANSAS 
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RadDevily ¥ 
THE LEADER SINCE 1872 : Y soute 

Red Devil Glass Cutters ond other glaziers’, | 

painters’ tools and machines are designed to the 

times—there’s no substitute for quality 


Send for Catalog 19 
RED DEVIL TOOLS. Irvington 11, N.J.,U.S.A. 




















TF 


COMMUNE AUTOMOTIVE 
anes, sai AGRICULTURAL 
a INDUSTRIAL... MARINE 


For practically every chain use there is a CM 
product designed specifically for that job. 


Sa COLUMBUS McKINNON 


CHAIN CORPORATION 


Affilicted with Chisholm-Moore Hoist Corporation) 


GENERAL OFFICES AND FACTORIES: TONAWANDA, N. Y. 
E HARD SALES OFFICES: New York + Chicago - Cleveland + Son Francisco + Los Angeles 


ie ei 


Ol Cook stove with 
body ed in 











D HARD 


7 ZAA 
Only cma a (ey 


" we be ordered with 

\| legs and shelves. 

PER Is yp} Hoon 

. plete un & car- 
oot a ton or KD—two to 


As a forward looking manu- 
facturer you want to see your 
products find new markets 




















Hasowenn and to assure a steady flow of orders. Your answer 
N.Y a carton, y 
, Distri - ° al ° 
no rag aM is Tru-Test . . . the proven system of distribution 
Some exclusive 
territories still that “follows through” from factory to consumer. 
yy 
ILLUSTRATED 
— BARRIDON oilt BuRNER PRODUCTS, INC. : p . . 
| pone 1427 Park Street Hartford, Conn. aa Tf aS aol 
PANY 
OHIO 








w 4 STN 


3 an 





ses 

















ERS Nome 2 

Hard- ae “ 

pliance = 464 WEST 34th STREET. NEW YORK 1, NEW YORK 
1 Appt — a h i 








‘se| | |S >> == DEALERS! Check NATIONAL METAL SCREENS 


i 

| 
IN 
11H] 








ty, City } ~ ciate -—— a’ W" zd 
810,50 <<) ——_—— ee ..- FOR VOLUME "FLY-TIME" SALES 
price Gee Z a 3 — | j 
. | 4 | 

ty a : os © 30 babies de These sturdy, simply-designed metal screens ore 

i built for long life and complete fly-protection. 
e@ .050 stee! frames ; : 

s, sales : Installation and removal are easy. Screens slide 

$30.00 © Guides with each screen in metal channels, Painted neutral gray. 
e Bronze wire screening Our discounts are very generous. Write for liter- 

, e@ Reinforced, welded corners ature and price lists. 

rs Sell 





National Metal Product Company 


21025 CHATEAU ST. © PITTSBURGH 12, PENNSYLVANIA 
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TELLS BOXHOLDERS 


89¢ 


“YOUR MAIL IS HERE!’ 
ATTACHED TO ANY BOX. 
POSTMASTER GENERAL NOTHING TO RUST, WEAR OUT. 


MAIL-0-MATIC SALES CO., 806 Stevenson Ave., Enumclaw, Wash. 








QUICKLY 
HIGHLY VISIBLE. APPROVED BY 





Hald All 
RUBBISH BURNER 


ALL WELDED, HEAVY GALVANIZED WIRE 


TWO SIZES 24” AND 28” DEEP 
PACKED 4 DOZ. TO BUNDLE 


We also manufacture .. . 
Katch-All ... . RAT TRAPS 
Shaw... CALF WEANERS 


WORCESTER WIRE 
NOVELTY CO., Inc. 


2635 BOSTON STREET 
BALTIMORE- 24, MARYLAND 











WINDOW BRUSH 

and SQUEEGEE 
rhere’s a Minute Mop fast-seller to speed 

hold cleaning job. Women want and BUY : 


Minute Dish Mop, Soap Bank, Bath Tub Brush. W 
dow Brush and Squeegee. Toi-La-Kleen, i Ic 
famous standard size Minute Mop and Dr 


also the new Jumbo Minute Mop for la i re 
All made of Du-Pont Cellulose Sponge. Wr r phe 
your jobber today. 


| MINUTE MOP CO. . 


(3 &.23 rd.St. 
CHICAGO 16 ILL. 




















> PLYMOUTH E a 


ROPE - BINDER TWINE - 





THE ROPE YOU CAN TRUST BECAUSE IT % ERGIBEERES FOR YOUR J08 








" BALER TWINE - TYING TWINE 


HANDY! 


The K-D 5B Tool Kit is 
handy for everyone! Ex 
actly the right tools for 


small jobs in tight places 


PLYMOUTH, MASS. 


[Ion ie] e-{-10 Mt: Tale Mh (-laalel-1a-te) 


steel pliers plus 3 in | 
brass handled screwdriver 
packed in fabric case Not 
SENSE ideal for 
homeowners 


hobbyists 


K°D TOOLS 


K-D Mfg. Co., Lancaster, Pa. 


toys inany 
asleiel ante 


many others 








* MARSHALLTOWN TROWELS *# 


MARSHALLTOWN TROWEL COMPANY 











FOLLOW THE LEADER IN 


Year after year HARDWARE AGE has led its field in 
the volume of CLASSIFIED as well as DISPLAY adver- 
tising. Its classified columns bring together buyer and 
seller, employer and employee. 


HARDWARE AGE 


120 


"Want Ad" 


Classified Opportunities Dept. 


* MARSHALLTOWN, IOWA 





ADVERTISING— 


Those who contact the hardware trade know from ex- 
perience that HARDWARE AGE is the logical medium 
to use to secure RESULTS from their classified adver- 
tising. Follow the leader. 


100 East 42nd Street, New York 17, N. Y. 


HARDWARE AGE 
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* Schuller 





*Reg. U. S. Pat. Off. 
The MODERN 
Precision Level 
with Pre-Adjusted 
Spirit Vials 





e@ Schultes Spirit Vials are adjusted at Factory. 

Anyone can insert Vials on spot to accuracy of 1/10 of 1°. 

A great selling point to user! Eliminates bother of returning Levels to 
factory for repair. 

Interested in handling complete line? Write for details. 


SCHULTES LEVEL INC 


17403 GABLE e DETROIT 12, MICHIGAN 


* Si chulles Lee | 


*PATENTED AND PATENTS PENDING 














YOU’LL NEVER MISS A SALE 





@ The Most Complete Line 
since 1899 


@ Nationally Advertised 


{IMMEDIATE SHIPMENT 
MEDAL 

















AWARDED THE GOLD MEnre 

FOR THE ROED TETY OF JAC 

BY THE AMERICAN museum 
OF SAFETY 


TEMPLETON, KENLY & CO., 


Chicago 44, tilinots 


THE CHOICE OF 
PROGRESSIVE DEALERS 


New Desi 
FRANZITE GRIPS 











Follow the lead of large, progressive 
dealers and stock up with fast-selling FRANZITE 
GRIPS for Colt, Smith & Wesson, Hi-Standard, 
Ortgies, Luger and Mausers. Offered in a _ wide 
choice of beautiful designs in ivory, pearl, walnut, 
onyx, etc. 

Dealers’ catalog and liberal dealers’ discounts sent on request 


SPORTS, INC., (Mfrs.) 
5501 Broadway Dept. HA-2 CHICAGO 40, ILL. 















A N 
Air Express Div. ‘ —_ 81 National Enamel. & Stpg. Co. 8 
American Screw Co. 57 National Hardware Show, Inc. 75 
Applied Mechanics Co. ‘ 17 National Lock Co 55 
Automatic Products Co. 14 National Mfg. Co. 114 
National Metal Products Co. 119 
B Nationa! Screw & Mfg. Co. 123 
North Bros. Mfg. Co. 73 
Barridon Oil Burner Products, Inc. 119 qyorgp, Wayne Tool Co. 16 
Barry Paint Co. 79 
Bethlehem Steel Co. - 4 fe} 
Black & Decker Mfg. Co. 15 
Oster Mfg. Co. 109 
Cc Onwall Teel Ce., iid. .._......... 16 
Clemson Brothers, Inc. 59 P 
Cleveland Chain & Mfg. Co. 49 
Clinton Nurseries 95 P & C Hand Forged Tool Co. 107 
Columbian Vise & Mfg. Co. 122 Pacific Brass & Hdwe. Mfg. Co... 110 
Columbus-McKinnon Chain Corp. 119 Packaged Ball Co. 115 
Congoleum-Nairn, Inc. 12 Paine Co., The 110 
Crump Co., Inc., B. T. 79 Parker Mfg. Co 6 
Peoria Malleable Castings Co 122 
D Phoenix Mfg. Co. 91 
Pitman & Co. 119 
Davis Mfg. Co. "2 Plymouth Cordage Co. 120 
Diamond Calk Horseshoe Co. é Popular Mechanics Magazine 53 
Domes of Silence 121 
duPont deNemours & Co., E. |. 47 ° 
iz Quam-Nichols Co. 113 
Eagle Industries, Inc...16, 113, 115, 122 . 
Embury Mfg. Co. ; 82 
Railway Express Agency 81 
F Red Devi! Tools 119 
Red Jacket Mfg. Co 100 
Ferry Cap & Set Screw Co... 51 SAiee tarhinees Ga. "14 
Russell, Burdsall & Ward Bolt & 
S Nut Co. 105 
General Electric Co. 5 
Globe Sporting Goods Mfg. Co. 89 - 
Goldblatt Tool Co. - 111. Schick, Inc. 10-11 
Great Neck Saw Mfgrs., Inc. 83 Schultes Level Co. 12 
Grumbacher Inc., M. 119 Shapleigh Hardware Co 124 
Sharon Bolt & Screw Co. 114 
H Skillman Hardware Mfg. Co. 113 
Southern Coal Co. 97 
Heineke & Co. —— 7 Sports, Inc. 121 
Hibbard, Spencer, Bartlett Co. 71 Star Heel Plate Co. 115 
Horton Mfg. Co., The — 
T 
| 
Templeton, Kenly & Co. 121 
Ideal Cabinet Corp. 101 Toastmaster Products Div - 
Ideal Rubber Co. 113 Tremco Mfg. Co 108 
Independent Lock Co. - 23 Triplex Screw Co 67 
Tru-Test, Division of Oakes & Co. 119 
J Turnbuckles, Inc. 114 
Judd Co., Inc., H. Le ———-——- 111 Twix Mfg. Co., Inc. 107 
U 
K 
Union Steel Chest Corp. 69 
K-D Mfg. Co, .-..______. 120 y. §. Hardware & Paper Co 122 
Kay-Tite Co. 2 tenuis. 
Vv 
L Vv 
aughan & Bushnell Mfg. Co. 
Lafayette Saw & Knife Co., Inc. 115 Vichek Too! Co. 85 
Locke Stove Co. 13 - 
Ww 
M Washburn Co. The 20 
Mail-O-Matic Sales Co. tap | Week Go "2 
Mall Tool Co. gg Wood Shovel & Tool Co. 18 
Sinhiaitliows Seoue Ce. 129 Wooster Brush Co 2 | 
Master Lock Co 120 Worcester Wire Novelty Co., Inc. 120 | 
MGI Motel Products Co. a2 — Pump & Machinery - 
McKinney Mfg. Co, 63 i 
Miller, Inc., Robert E. 121 Y 
Minute Mop Co. SS 
Myers & Bro. Co., F. E. - 16| Yale & Towne Mfg. Co... = 3 
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Genui"® MOMES 2 SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


50 SET-15c SET-10c SET SAVE FURNITURE 
& FLOORS-CREATE QUIET 


Name “'Oomes of Silence 


on eoch genuine Glide 


Domes of Silence 
Rubber Cushion Glides 
For Tile, Marble, 
Noiseless. 
chairs and all furniture 


Cement 
Sizes for meta 


Ask yeur Jobber 


If he is not supplied write to 


COMES of SILENCE, Inc., 35 Pear! St, N.Y. C. 


121 





GOOD NEWS FOR 
HARDWARE MERCHANTS 


Watch for the Sensational 
New EAGLE Product to be 
Announced Next Month 


Soon it can be told! Welcome news 
about a new EAGLE product that 
has been years in the making 
and thoroughly proven in 
building installations. You'll read all 
about it on these pages next month. 


The EAGLE LOCK Company 


EAGLE INDUSTRIES, INC. 


National Sales Representative 





advertising... 


Powerful consumer advertising, produced 
and scheduled in U.S. Hardware's own ad- 
vertising dept. . . . at no cost to retailer. 


Ss 
sales helps... 


Monthly circulars and flash bulletins to 
retailers on merchandise & price news . . . 
Salesmen trained to help set up displays. 


UNITED STATES HARDWARE & PAPER CO. 
Established 1927, Los Angeles, Calif 


So. California's Leading Housewares’ Distributor 





110 North Franklin. Street, Chicago 6, Illinois 





MARINE 
HARDWARE 


Malleable iron—gives strength, 
longer life, greater margin of safety. 
Hot galvanized finish—gives better 

eye-appeal. 
Write for free illustrated 
folder giving prices 
and specifications. 


PEORIA MALLEABLE CASTINGS CO. 


Samples for inspection 
gladly mailed 
on request. 


PEORIA, ILLINOIS 





Workshop Vise 


dy Removable Pipe Jaws 


This new Columbian 804 Work 
Shop Vise is a rugged all-purpose vise 
of steel construction — fabricated by —_ o 

. ow iT 

arc welding. Front and back jaws are Jaw Opening. ..5” 
welded from heavy steel. Replaceable ng le tens 
steel jaw faces are heat treated. Screw Shipping Weight 
and handle are cold rolled steel. Swivel Per Case -.70 Ibs 
base is steel and standard malleable 
iron nut is replaceable. Each Columbian 
804 is finished in red enamel—packed 
in an individual carton. Order through 
your jobber. 





THE WORLD'S LARGEST MAKERS OF VISES 


THE COLUMBIAN VISE & MFG. CO. 


9017 Bessemer Avenue @ Cleveland 4, Ohio 








HARDWARE AGE 





